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A Real Association in Action 





Here’s One in a California Town Which Covers 
verything from Credits to Municipal 


Ordinances—an Object Lesson 


has been urging local shoe 

merchants to organize. We 
have cited many instances of such 
organizations and the great good 
they have accomplished. And_ yet 
the enthusiasm of the trade con- 
cerning organizations is lukewarm. 
In most towns and cities, it is said, 
there are not enough shoe men to 
maintain an organization. All right, 
if that be the case, why not a mer- 
chant’s association of which the 
shoe men may form a group. Mer- 
chant’s associations, as a rule are 
dependent upon the merchants. 
There is a-woeful lack of pulling 
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By R. L. Prather 


together. Nice organizations form, 
linger awhile and die from inertia, 
lack of interest, or plain petty jeal- 
ousies. We would that it were pos- 
sible for every merchant in the 
United States to visit the little city 
of Glendale, Cal., and see what a 
real merchant’s association looks 
like. 

Glendale, be it known, is a small 
city near Los Angeles. It is prac- 
tically a suburb of the greater city, 
but is an independent municipality. 
There may be as many as 50,000 
people there. The census means 
nothing in totaling the population 
of a growing California town. 
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saath doit enters 
There are some fine stores in Glep- 
dale—shoe stores that equal many 
of the big sister city stores—big, 
fine department . stores—splendid 
market places—scores of small 
shops—hundreds of business places, 
all competing ably with the metrop- 
olis a few miles away. - 


LENDALE merchants are proud 

of their merchants’ association. 
Mr, Brown of, the Glendale Bootery, 
one of the best shoe stores of the 
West, was enthusiastic. He took me 
up to the offices of the Glendale Mer- 
chants’ Association and introduced 
me to the secretary-manager with 
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pardonable pride. “Here is the best 
merchant’s association west of the 
Mississippi River,” he said. “Take a 
good look.” 

And I looked and listened to a 
wonderful story of accomplishment. 
Read and ponder. What Glendale 
has done you also may do as well. 

During the year of 

1925 this association 
increased its office 
space from 470 sq. 
ft. to 1170 sq. ft. 
From a membership 
of 81 it increased to 
400. Established on 
a flat, or set, mem- 
bership fee. Every 
member pays exactly 
the same fee. Re- 
ports are on a meter 
basis—so much for 
so much. Other ac- 
complishments in- 
clude: 


N outside report- 
er hired to de- 
velop special reports. 
A foreign depart- 
ment established to 
handle out-of - town 
reports. 

Sixteen different 
forms for obtaining 
reports and making 
investigation put into 
effect. 


can independently carry on their 
work. 

Names and addresses of newcom- 
ers to Glendale supplied to mem- 
bers. 

List of deaths also supplied. 

Cooperation with banks on the 
matter of bank clearances. 


HE Glendale Floral Elephant. Some 500,000 people saw 
the Tournament of Roses in Los Angeles and the prize 
winning feature was this magnificent elephant—a coopera- 


tive display by the merchants of Glendale. The feet and 
trunk were in motion and the concealed auto provided power. 
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part of the activities and accom- 
plishments of this association. I 
have given only the high lights. 
One of the most interesting fea- 
tures of the Glendale Merchant’s 
Association is the credit depart- 
ment. A system of reporting and 


‘disseminating information is in ef- 


fect that causes one 
to wonder. It is 
really an amazing ac- 
complishment. Most 
interesting is the 
Weekly Bulletin, con- 
fidential, that is dis- 
tributed to members. 
Some of the informa- 
tion contained in 
this bulletin is: 

Cases filed in jus- 
tice courts. 

Judgments se- 
cured. 

Digest of county 
records. 

New firms and cor- 
porations. 


EW trade styles. 
(This means 
changes in firm or 
corporate names.) 
Divorces granted. 
Special reports. 
“N. S. F.” checks 
issued. 
“No account” 
checks issued. 
Deaths. 








Members guarded 
against bad checks 
by a wonderfully planned system. 

City ordinances proposed and en- 
acted. 

A “Better Business Bureau” 
started and fraudulent schemes in- 
vestigated. 

Weekly luncheons held 
week with two exceptions. 
due to holidays.) 

Identification cards to identify 
strangers cashing checks. 

More than $15,000 worth of bogus 
advertising shown up by a Com- 
mittee on Advertising Solicitation. 

A “Locate Department” which 
traced over 600 unknown addresses. 

A system of “Units” started 
whereby various divisions of busi- 
ness were grouped. For example: 
Unit A, composed of dry goods, 
shoes and allied members. 

A printed weekly bulletin pub- 
lished each week and distributed to 
members. Starting as a one-page 
affair it now runs from three to 
four pages weekly. 

Association incorporated for 
$20,000. 

Starting with one girl in the 
credit department, the association 
now has six well-trained girls who 


every 
(These 


Close relation with city officials 
has cemented a fine friendship be- 
tween the members and the city 
officials. 

More than 20 women members 
are now enrolled. 

Over 30 warrants issued for bad 
check operators. 


ARTICIPATION in the national 

“Pay Your Bills Promptly” move- 
ment. Credit demonstrations given 
to show members how to take cred- 
its and clear them through the as- 
sociation. 

Acquainting members with rec- 
ords of the county court. 

Securing better parking facilities. 

An attorney for the association 
available to members in legal infor- 
mation. 

An adjustment department for 
handling collections in effect and 
functioning well. 

A private branch telephone sys- 
tem installed with an operator al- 
ways on duty, four trunk lines, one 
direct to Los Angeles, and nine ex- 
tensions. 

One might write on here until 
next week and then list but a small 


Addresses wanted. 
Warnings concerning cashing 
checks. 

Warnings against buying certain 
stocks. 

Advice 
policies. 

On the last page of the bulletin 
are a list of newcomers to Glendale 
with addresses, a list of new auto- 
mobiles purchased, and a list of 
local changes in mailing addresses. 

Now, is that not an array of 
accomplishments for one year? 

Is not Glendale as a city, and 
are not its merchants as a class, 
to be congratulated upon having 
such an organization? 

I repeat that I wish it were pos- 
sible for. all merchants to see this 
association as I saw it. It would 
be. a revelation in modern business 
methods. It would prove the value 
of organization to the most skep- 
tical. Why not try it in your city. 
Pattern after the Glendale Mer- 
chant’s Association and you will be 
following a good lead. 

There is nothing mysterious about 
establishing and maintaining a good 
association: Hard work and coopera- 
tion will do it. 


concerning insurance 
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an Adornment 





By A. A. Howard 


of The Caples Co., New York City 






other items of his attire in 





[The author of this arti- 
cle, Mr. Howard, has in 
course of preparation a 
campaign to make men 
shoe conscious. The arti- 
cle itself is an excerpt 
from an address made by 
him before the recent con- 
vention of the National 
Boot and Shoe Manufac- 
turers’ Association. Mr. 
Howard prefaced his ad- 
dress by tossing two heavy 
horse shoes on the speak- 
ers’ table. —EDITOR’S 
NOTE. ] 











of consumption is con- 

cerned chiefly with the 
men’s shoe end of the busi- 
ness. So far as women’s 
shoes are concerned there 
may be problems—undoubtedly there 
are; but I do not think they are 
chiefly problems of consumption. The 
average woman is well shod; she re- 
gards her shoes as just about the 
most important part of her whole rig, 
and rightly so, for they are. She is, 
I repeat, well shod. 

When we talk of increased con- 
sumption we talk chiefly of the men’s 
end of the business. Any measures 
designed to attack the evil of under- 
consumption would undoubtedly have 
to be a matter apart from the wom- 
en’s end of the business; for those 
arguments, and angles, which would 
successfully bear upon the consump- 
tion of men’s shoes would not be 
those designed primarily to affect 
women’s shoes; and arguments bear- 
ing upon women’s shoes would prob- 
ably not react to men’s shoes. The 
two issues are separate and distinct, 
and should be so treated. 

If the average manufacturer of 
men’s shoes were asked, “Do you 
make horseshoes?” he would proba- 
bly think his questioner to be unbal- 
anced—and have him thrown out. 

But, gentlemen, I maintain that 
the average manufacturer of. men’s 
shoes is making horseshoes, not from 
the standpoint of the quality of his 


l BELIEVE the question 





The average man of today regards his shoes as 
something he has to wear, just as a horse has to 
wear a shoe—to protect the foot 


shoes—you all make good shoes—but 
from the standpoint of the attitude 
of the ultimate consumer of his 
product. 


MAINTAIN that the average man 

of today regards his shoes in just 
that light, so far as he is concerned 
—something he has to wear, just as 
a horse has to wear a shoe—to pro- 
tect the foot. The average man of 
today wears a shoe in just about 
that way. He has to cover his foot 
and protect his foot from rain and 
road—and with that he lets it go. 
He doesn’t regard his shoes in the 
same light as he regards most every- 
thing else he wears. He thinks of 
them merely as just something to 
put on his feet. Any old shoe will 
do. 

I am not talking of any grade of 
shoe. Even though he buys the most 
expensive grade, he thinks of it as 
merely something he has to wear; 
wears it all day long, and the next 
day and the next, without regard to 
whether it fits the rest of his attire, 
the hour, the place or the occasion, 
without regard to how long he wears 
that shoe. He wears it until it does 
everything but fall apart. 

The average man does not regard 


that light—his hat, his 
suit, coat, tie, etc. Even 
the most careless of men 
have some regard for those 
items.. They don’t wear 
them merely to cover their 
person, but equally for 
dress, for appearance also. 
Shoes, not one whit less 
than anything else worn by 
man; belong decidedly in 
this latter category. 

Mr. Farnum stated, I be- 
lieve, that the average con- 
sumption of shoes per man 
was something like one and 
one-tenth pairs per year. 
That is very sad. One and 
one-tenth pairs per man 
per year; very, very sad 
indeed. 

What other item of at- 
tire is there of which even the most 
careless man uses only one and one- 
tenth units per year? That man 
who is most careless, most indiffer- 
ent in his dress, uses, you will 
agree, more than one and one-tenth 
hats, suits, ties or what not—but 
shoes he doesn’t think of. He has 
never been made to think of them. 
No one has ever tried to make him 
think of them. 


OME manufacturers may, in their 
own advertising, say here and 
there a word or two about “You 
should be better shod.” Now and then 
they will say that in a small way; but 
such message is buried under their 
main plea: “But my shoes; my shoes 
are best.” Their advertisements are 
designed, and naturally so, to sell 
their own shoes, not to increase the 
shoe market as a whole. The very 
occasional references that we see on 
the subject of being better shod will 
not in the slightest degree begin to 
do the trick. Vastly more than that is 
needed to arouse a real, national shoe 
consciousness among men. 
The next question is: What to do 
about it? What precedent have we? 
Very ample precedent indeed. I 
have an officfal report of a consid- 
(CONTINUED ON PAGE 60) 
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A petite shop and a garden seat 
were used by Johanson Bros. 
Shoe Co., in their hotel display 


The diamond jubilee of Jordan 
Marsh Co., Boston, illustrated to 
the Governor of Massachusetts 
that shoe styles of yesteryear 
were conspicuous their ab- 
7 sence 


In. contrast the flapper of today 

wants style, more style, and Sol 

Mayer. 1s showing Benjamin 

Rothman, his partner, his new- 
est Charleston pattern 


Hugh M. Crull of the Central 

Shoe Co., studying a blond kid 

cathe § pattern worn by Elea- 

nor Zell,'one of the principals 

of the St. pees ice Opera 
0. 
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Mrs. Harry Johanson, who de- 
signed the French Garden Shop, 
did it as an inspiration to mer- 
chants to put color and atmos- 
phere in their stores—why not 
someting like it for your store 


There are chickens and chickens, 

at the Madison Square Garden 

Poultry Show. This cage got 
first prize 


Proving that our President, the 

first lady of the land and their 

son invariably appear in’ the 
smartest of footwear 


In the fifty-yard dash of the 

Metropolitan Association of the 

. A. V. of the United States, 

the line-up was fifty-fifty leather 

track shoes and rubber tennis— 
the tennis wearer won 
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Colorful—and Profitable 


AKE no mistake about colorful shoes—they 

are desirable. Make no mistake in pricing 

them so that you net a real profit for they will be 

extremely popular. We see a real opportunity for 

the shoe trade to put itself on a profitable footing, 

if it will make desirable footwear bear its proper 
margin of profit. 

Why is it that the hat dealer wants to sell and 
urges you to buy light colored felt hats. He knows 
the life of a hat is lessened by its color, and that a 
kind ally is the soft coal soot of a big city. 

Why is it that the clothing dealer is urging young 
men to wear light colored tan and gray suits when 
he loses one suit out of a dozen by dirty hands 
swinging the frame around in the store case and 
soiling the suit before it is sold. Not for this stock- 
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keeping reason, no indeed, but because a light suit 
needs a cleanser and the acid mixer is “in the 
know.” Light suits—more suits. 

Dainty and fancy shoes serve their purpose and 
are thrown away—we hope—so that another pair 
can be bought. The more colors—the more shoes. 

Veiled under a general national optimism, the 
year started with a mass of orders for theatrical 
types of footwear, a riot of colors, and inevitable 
confusion of production. Once the “Follies” were 
confined to the stage; now the threatical in foot- 
wear styles are worn along Main Street. Once 
trick shoes were only window teasers; now they 
are to be the bulk of the selling stock of thousands 
of stores. 

The merchant must not sell them at the same 
close margin he sold his shoes last year—and made 
no profit. 

Show the public light shoes, fancy shoes and 
all the millinery of the fashion game—but for prof- 
it’s sake don’t give them away—sell ’em for real 
money or they won’t be appreciated—if they must 
have color why give ’em all the color in the world 
—proving the store makes money. 


“Be a Merchant!” 


WO shoe stores, directly opposite each other, 

on a good business street. In one of them the 
impression was obtained that everything was rot- 
ten, that business was going to pot, that the whole 
world was upside down and the shoe trade doomed 
to sure destruction. 

On the other side of the street the exact opposite 
was reflected. A bright, cheerful smiling, wide- 
awake shoe merchant met the writer at the door 
and made him welcome. Yes, business was all 
right. Yes, things were looking up. Yes, he was 
selling shoes. Indeed the world was all right. No, 
indeed, things were not going to the dogs. 

Now, I ask you, how can such extremes exist in 
the same town, in a space of only a few square feet? 
How can it be so rotten for one dealer and so good 
for another? 

The answer seems obvious. The man who looks 
for bad times finds them. The individual who 
grouches and takes a jaundiced view of everything 
finds his manner and his viewpoint reflected as if 
he were living in front of a mirror. He sells him- 
self the idea that things are bad and then, uncon- 
sciously turns around and sells it to everyone that 
comes into the store. 

There is an old story, perhaps stale to many, 
but it illustrates the point nicely: A loafer in a 
saloon fell asleep in a chair. Some wits rubbed 
limburger cheese onto his upper lip. Soon he 
awakened and said that there seemed to be a bad 
smell in the air. He went out onto the sidewalk 
and said it was worse out there. He walked down 
the street still declaring that everything smelled 
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padly. Finally after going away out into the sub- 
urbs, where the air should have been fresh, he de- 
clared that the whole damned world was rotten. 
Many people rub on their own limburger. 


Women Know What’s Styleful 


ERE is a frank confession from a shoe buyer 

in a big store out West. This man has been 

reading the articles in the RECORDER on the subject 
of Market Analysis: 

“T have quit buying shoes to please myself. 
Especially in women’s lines. I used to think that 
I was the style arbiter of this town. I used to 
think that I could buy a line that looked good to 
me and sell it to my trade with ease. 

“T have learned that women are reading maga- 
zines, style and fashion publications, going to cities, 
informing themselves on the new things. They 
want what the other girls are wearing. They are 
not going to accept my opinion alone. 

“It has ceased to be a matter of what 7 think, 
individually, but what they want.” 

“I have been studying my people. I have been 
walking about in the streets looking at feet. I 
have been analyzing my trade. I find that there 
are a lot of shoes out there that I did not sell. 
Why? Because I did not have what the girls 
wanted. 

“Here is an example: I bought a line of pumps 
and had them dolled up to suit my individual ideas 
of what ought to sell. When they came in I offered 
them with much enthusiasm, believing that the 
women would take my word for it that they were 
the proper footwear. I soon found they were not 
selling. I took charge 
of several of the best 
customers who came 
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tended the style shows. I looked at every line I 
could see. I subscribed for all the fashion maga- 
zines. I began to study the feet in my town, I 
walked miles and miles just looking and making 
notes. I went out to the high school and put in a 
lot of time gazing at the girl’s feet and learning 
what they liked in footwear. I learned just how 
many women there were in my town. I classified 
them. I placed them in groups—young, younger, 
youngest—there are no old ones, you know. Then 
I began to buy to suit the groups. And, believe 
me, I informed myself as to the likes and dislikes 
by asking a thousand questions. Then I began to 
see the light. 

“I listened to every traveling salesman who 
seemed to know his stuff. And I profited by their 
advice. Today I have a decidedly different view- 
point on the subject of buying. I know my trade 
and I am offering them the shoes they want. At 
least my sales indicate that I have hit upon the 
right dope.” . 

When a man admits to himself that he is wrong, 
he has gone far along the road to better times. It 
takes a big man to censure himself, to admit to 
himself that he has been on the wrong tack. When 
such a man begins to ask himself personal ques- 
tions, when he leaves off playing his own favorites, 
he is beginning to arrive at a safe turn in the road. 


A mighty useful pamphlet has been prepared by 
the Domestic Commerce Division or the Bureau of 
Foreign and Domestic Commerce by A. L. Bush 
in the shape of a complete and detailed “depart- 
ment leasing in retail stores” system. For a basis 
to build a contract it 
is the last word in 
clearness. Maybe you 





in—tried my hand in 
selling, or trying to 
sell, those stickers. I 
learned from my cus- 
tomers that they were 
not the least bit im- 
pressed by my per- 
sonal opinions. They 
had seen other shoes 
that pleased them 
more. They wanted to 
buy from me because 
they liked the store 
and had always bought 
here. But they were 
not going to wear 
shoes that seemed to 
be off styles, they said. 

“What did I do? 
Why, I went on a trip 
to the markets. I at- 
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The country town store is finding itself by being more 
up-to-date than the majority of city stores 


can get a copy from 
Director Julius Klein 
of the Bureau of For- 
eign and Domestic 
Commerce, Washing- 
ton, D. C. 

Millions of dollars 
are spent every year 
in collecting and col- 
lating information to 
aid business men in al- 
most every industry. 
Are you taking full 
advantage of the in- 
formation that is 
yours for the asking? 
The Government has 
printed many pam- 
phlets of intense inter- 
est to retail merchants 
in all lines of trade. 
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Making It Possible to Take All 


Your Cash Discounts 


By Alfred T. Woodward 


Credit Manager, United States Shoe Co., Cincinnati 


E will now consider the 
problem of another dealer, 
and will call him Wilson. 


That there are thousands of these 
“Wilsons” in the retail shoe busi- 
ness will be admitted by anyone who 
has made any study of the situa- 
tion. To make the case a little easier 
of comparison with that of Brown, 
we will use the same figure as to 
sales—that is, $50,000 a year. Wil- 
son, however, has not been in busi- 
ness as long as Brown, nor has he 
been as successful, so that he has 
accumulated nothing outside of his 
business assets, other than his 
household and personal goods. 

Wilson’s stock is heavier than 
Brown’s, averaging about $24,000. 
He has been rather free in grant- 
ing credit to his trade and has 
been lax in following up his col- 
lections. As a result, he has some 
$5,000 of his capital usually tied up 
in customers’ accounts. Against his 
stock and accounts receivable he is 
owing for merchandise some $10,- 
000, and he owes his bank $3,500. 
This bank loan he has been unable 
to reduce in some years. It is plain 
to see that he cannot discount any 
of his bills, and that he will be tak- 
ing overtime on practically all of 
them, as he is owing the trade at 
least three months’ available re- 
ceipts, above expenses. 

Now, just why is Wilson in this 
rut, and what must he do to get 
out of it? In the first place, his 
stock is altogether too large for his 
business. A shoe retailer must turn 
his stock—by that we mean at 
wholesale prices—very close to twice 
each year, if he is to make any real 
profits in his business. The really 
successful shoe retailer will turn his 
more than twice—often three or 
four times—and it is sometimes 
turned even more frequently than 
that. Wilson’s stock should not be 
over $18,000 at the outside. He 
should at once go over his stock very 
carefully, setting aside all badly 
broken or undesirable lots, and he 
should move them out in some way. 
Many dealers hesitate to take the 





This is the second and last 
installment of a short series 
prepared for the “Boot and 
Shoe Recorder” by Mr. Wood- 
ward, The first installment, 
which appeared in the Jan. 
30 issue, described in general 
terms the advantages accruing 
from taking discounts when 
offered and cited the case of a 
merchant named Brown, who 
had conducted his business in 
accordance with these prin- 
ciples. 

In this installment Mr. 
Woodward shows how, over a 
period of a few seasons, a 
merchant may so adjust his 
business as to take all his dis- 
counts and largely increase 
his net profit. 





loss that must be taken on such mer- 
chandise. This is all wrong. It is 
better to turn it into cash at any 
reasonable figure than to keep it on 
the shelves, where it is depreciating 
in value every day. When a man 
has a malady that can be cured only 
by the use of the knife, he gains 
nothing by delaying and putting off 
the inevitable. The sooner it is 
done, the easier it will be, and he 
will just that much sooner be re- 
turned to health. The same thing is 
true in business, when one is over- 
stocked with merchandise that does 
not move, readily. 

In addition to forcing out this un- 
desirable merchandise for cash as 
quickly as possible, Wilson must 
watch his purchases and his stock 
more carefully in future, to see 
that he does not accumulate more 
of the same sort of “frozen assets.” 
In the first place, he must make up 
his mind that he cannot fit every 
foot and every fancy that may come 
into his store. If a prospective cus- 
tomer is unusually hard-to fit or de- 
mands some extreme style, he should 
not feel that he has lost anything if 


that person walks out unsold. There 
are stores which cater to that sort 
of trade. A few lost sales—if lost 
for such a reason—is a healthy, not 
an unhealthy, sign. 

Wilson must work out a careful 
budget for his purchases. If he can 
reasonably expect to sell $4,500 in 
a certain month, he should not al- 
low his purchases for that month to 
exceed $2,500. If he follows such 
a schedule carefully for a year, he 
will automatically have reduced his 
stock by the end of the year by some 
$7,000. This may sound impossible, 
and, perhaps, it cannot be accom- 
plished in one year’s time, but it 
can be done if he will put his will 
to the task and keep a close watch 
on his stock. 

He should keep a stock record of 
some sort on every lot that comes 
into his store, and if a lot does not 
move readily, he should immediately 
take steps to see that it does move 
at a reduced profit. Constant vigi- 
lance is the price of success in the 
shoe retail business today. He will 
also find it greatly to his advantage 
to concentrate on certain lines of 
shoes that have proved successful in 
his store. It means that his credi- 
tors will be confined to a few who 
know his situation fully and desire 
to help him. Also, there is no surer 
way to accumulate duplicate styles 
and unsaleable numbers than to buy 
from conflicting lines. ‘ 

Wilson must also be more carefu! 
in selling shoes on credit. He can- 
not afford to have so much of. his 
capital tied up in that way. He had 
better miss a sale than to let a pair 
of shoes go out in exchange for a 
charge account that will not be paid 
promptly. Possibly, if he has the 
nerve to try it, he can do away with 
charge accounts entirely. He must 
also give some earnest attention to 
the collection of the accounts he al- 
ready has on his books. 

In these two ways—reducing his 
stock and his accounts receivable—it 
is not beyond reason to expect that 
in a year’s time Wilson may have 
cut down his indebtedness by some 


[CONTINUED ON PAGE 60] 
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Merchandising Ideas Given at 
Indianapolis Meet 


Merchants Place Good Orders at Fourth 
Annual Indiana Buyers’ Week 


O Indianapolis the Capital 

City of the fair Hoosier State 

came some 600 shoe mer- 
chants of that State during the 
fourth annual Indiana Shoe Buyers’ 
Week, held Feb. 1, 2 and 3 in the 
Claypool Hotel. The event is spon- 
sored by the Indiana Shoe Travel- 
ers Association who have developed 
the plan of bringing the smaller 
merchant into Indianapolis giving 
him the same opportunity that 
larger operators avail themselves 
of, when attending the St. Louis or 
Chicago style shows. 

Some 110 lines of shoes were 
spread in the Claypool Hotel and 
many merchants arrived in the 
morning, placed their business and 
were back in their homes the same 
night, which is effective and eco- 
nomical shoe buying. Many mer- 
chants, of course, had placed the 
bulk of their spring business pre- 
viously and used the affair to add a 
few late numbers developed since 
placing their initial spring orders. 
An elaborate program of entertain- 
ment was presented. 


N Monday noon in the Assem- 

bly room of the Claypool Hotel 
a luncheon was attended by 300 mem- 
bers of the shoe fraternity. The 
invocation was rendered by Dr. 
Ambrose Dunkle, of Indianapolis. 
F. E. Hart, president of the Indi- 
ana Shoe Travelers Association pre- 
sided and gave a brief address of 
welcome. Dr. Dunkle followed 
with an inspirational talk pointing 
out the advantages of the spirit of 
fellowship and organization. He 
condemned the pessimist and paint- 
ed a glowing picture of the future 
vision of business, which he pre- 
dicted during the coming year 
would be one of the best yet ex- 
perienced. Myron R. Green, vice- 
president of the Fletcher-American 
National Bank, spoke on “Singing 
the Blues in Business.” He said 
inquiry among retail shoe mer- 
chants in the state of Indiana 
showed that they had increased 
their business from 5 to 7 per cent. 





A Banker’s Advice to 
Shoe Retailers 


Here is what Myron R. 
Green told the Indiana shoe 
merchants at the “Buyers’ 
Week” at Indianapolis. 


“IT want to suggest before 





closing, that it is the duty and 
should be considered the priv- 
ilege of every man connected 
with the shoe industry to sup- 
port the trade magazines and 
publications that are devoted 
to the betterment of your 
business. Read them _ care- 
fully. If you have a problem 
in your business write the ed- 
itor. You will always find 
him ready to help you if pos- 


sible. If you have an idea for 
promoting sales or a sugges- 
tion for the improvement of 
the industry let him know 


about it. Don’t be afraid that 
some competitor may cash in 
on your idea. Make your shoe 
publications a clearing house 
of ideas and experiences. Re- 
member that when you help a 
competitor you some times 
help yourself. Through in- 
dividual cooperation and 
many of your trade associa- 
tions you will eventually find 
a solution for many of your 
mutual problems. You will in- 
crease profits and sales and 
gain greater satisfaction from 
your business relations.” 


The country is enjoying proSperity 
and Indiana has plenty of capital. 
His address follows in part: 

“The question that all of you 
gentlemen are asking yourselves 
constantly is: How can I increase my 
sales? The collective dollar of the 


American people is persistently be- 
ing subjected to the pull and haul 
Each 


of every type of business. 














| fellow is trying to get as much of 


it for himself as he can. You are 
engrossed in the particular task of 
distributing shoes. While you are 
engaged in this job, other mer- 
chants are trying to cause as large 
a percentage of the American dol- 
lar as possible to be expended for all 
sorts of necessities and luxuries. 
We all remember the time when the 
average individual’s wardrobe con- 
tained two pairs of shoes every- 
day and Sunday shoes. This condi- 
tion probably still applies to the av- 
erage man but it does not apply to 
the average woman. A greater va- 
riety of styles and colors . have 
tempted women to equip their 
wardrobes with a greater variety 
of shoes and gross sales have been 
materially increased as a result of 
this situation. 


. OU have all observed this 
changing condition and in it lies 

your answer as to how you may in- 
crease sales. Let your advertising 
—and this applies to manufacturer 
as well as retailer—reflect the fact 
that the well-dressed person must 
place increasing importance on 
shoes. Different types of shoes 
should be made the proper apparel 
for different occasions. Advertis- 
ing should create more and more 
the impression of the importance of 
shoes and their relation to proper 
dress. Although much has been 
done to promote the fact that shoes 
form an important part of a man’s 
or woman’s costume, I believe that 
the average retail shoe merchant 
has not done enough work along 
this line. The trouble with most 
of us is that we spend a little 
money for advertising, and, having 
heard of the fortunes that have 
been made through advertising, we 
expect immediate results. Building 
up trade and good will through ad- 
vertising is a long tedious process. 
Here the speaker referred to 
George J. Marott, owner of one of 
the largest retail shoe stores in 
America and asked him how long 
his institution had been building 
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good will through advertising. 
Marott’s reply was 51 years. 

Mr. Green continued: 

“We should keep everlastingly at 
it and never expect immediate re- 
sults unless conducting a sale or 
selling merchandise below the pre- 
vailing market price.” 


SMOKER and stag party was 

given at 8:30 Monday evening 
to the visting retailers. Five hun- 
dred merchants and salesmen were 
entertained for two hours with a 
sparkling entertainment that was 
distinctive in its presentation. On 
Tuesday noon at luncheon in the 
Claypool Hotel City Attorney Rucke- 
thaus of Indianapolis extended the 
hospitality of the city and extolled 
the advantages of the Capital City of 
Indiana. Homer Beals, past presi- 
dent of the Indiana Shoe Travelers 
Association, in a spirited address 
outlined the advantages of coop- 
eration among manufacturer, mer- 
chant and salesman; that without 
a doubt the getting together of mer- 
chants and salesmen in meetings of 
this character were for the build- 
ing of closer cooperation and 
friendships in the retail and whole- 
sale shoe business. 

Unquestionably the most impor- 
tant discussion presented on the 
program of the entire three days’ 
session was given by J. E. Bills, a 
partner in the firm of the B and B 
Shoe Store at Richmond, Ind., a 
city of 30,000 inhabitants. They 
carry a grade of merchandise from 
$6 to $10 and handle men’s, 
women’s and children’s footwear. 
The subject of Bills’ talk was “Why 
merchants should be organized to 
meet unfair competition.” , 


N his address, Bills had the fol- 

lowing to say: 

“Three hundred and fifty millions 
of dollars are sold annually in all 
lines of merchandise by the house- 
to-house canvassers. Just what 
percentage of this is shoes, I 
haven’t as yet been able to deter- 
mine. There is nothing illegal in 
the house-to-house selling idea and 
passing ordinances will not stop 
the sale of this merchandise. The 
higher courts have ruled that it is 
permissible, so you may as well 
dismiss this phase of it. The 
logical answer to the problem is 
better selling. We must train our 
sales organizations to render more 
and intelligent service. The train- 
ing of the house-to-house peddler is 
an important phase in the mer- 
chandising of the product he is 
selling and his presentation is dig- 
nified, intelligent and convincing. 


We merchants must put our house 
in order and train our own organ- 
izations to combat this house-to- 
house selling. 

“Of course, if there is such a 
thing as a deliberate fraud, report 
it at once to your Chamber of Com- 
merce, who will see that the indi- 
vidual is exposed and apprehended 
if necessary. Use direct mail 
advertising to point out the advan- 
tages of buying footwear in your 
local community where the mer- 
chant is a permanent institution 
and has his interest in the town 
where he lives. Stress the advan- 
tages of having shoes fitted prop- 
erly in the store and where they 
can be returned if they should not 
be the proper size. Compare this 
with the bell-ringing salesman who 
is here today and somewhere else 
tomorrow, and whose only interest 
in the community is the merchan- 
dise he can sell to its citizens. 
Don’t wait until the house-to-house 
salesman cuts into your business, 
but attempt to curb it at once be- 
fore it gets too large to cope with. 


se ETAIL shoe merchants have a 

decided advantage in selling 
merchandise over the house-to-house 
peddler. The accumulative effect 
of your advertising is constantly 
building good will and your store 
is an institution in your community 
where the peddler has to break new 
ground every day. When the 
peddler calls, the customer is not 
always in the mood for buying, 
whereas when she calls at your 
store she is in the mood and will 
buy more merchandise. 

“In conclusion, here are the im- 
portant points in combating this 
rapidly growing business; first, get 
better merchandise than, or as good 
as, the house-to-house canvasser, 
then price it right. Second, train 
your salespeople to sell better and 
a greater variety of merchandise. 
Third, give better and more store 
service, particularly in fitting the 
foot. If you can’t fit the foot, say 
so and let the customer go, but don’t 
misfit him. Fourth, know your cus- 
tomer requirements and then carry 
a full line. Fifth, advertise and 
describe your merchandise. If it’s 
a party shoe, say so in words that 
people will understand; don’t 
merely quote the price. 

“The most important part in the 
success of combating direct selling 
is to cooperate with the other 
merchants of your community, as it 
is not an individual battle but one 
that affects the entire retail busi- 
ness of your town.” 

While the men were enjoying 


their luncheon, the wives and 
sweethearts of the retail shoe mer- 
chants were being entertained at 
a valentine luncheon given in the 
Chateau Room of the Claypool 
Hotel. This was followed by a 
Bridge and Five Hundred party. 
To the winners, a number of beau- 
tiful prizes were distributed. 
About 125 ladies were present. The 
affair was in charge of a committee 
headed by Mrs. F. E. Hart, Mrs. C. 
Codding and Mrs. William E. Rat- 
cliffe. Mrs. Chas. I. Slipher, wife 
of the secretary and treasurer of 
the association, was in charge of 
the registration. 


T noon, on Wednesday, the final 
luncheon was given with a full 
attendance. M. Foley and George 
Marrot made the addresses. A dance 
was given as the closing feature of 
the three-day session, Wednesday 
night in the assembly room of the 
Claypool Hotel. 

Salesmen reported satisfactory 
business in all lines and the orders 
placed were in many instances 
larger than anticipated. 

The following are the officers and 
directors of the association: F. E. 
Hart, president; E. C. Smeltzer, 
vice-president; C. I. Slipher, secre- 
tary-treasurer, and W. E. Ratcliffe, 
assistant secretary. Directors are 
John Lucas, George Sennhauser, 
Charles T. Foreman, Dallas Crooke 
and William Risher. 


Schiff Company Managers 
Hold Fifth Annual Meeting 


CoLUMBUS, OHIO. — Beginning 
Monday, Jan. 18, the Schiff Com- 
pany held its Fifth Annual Man- 
agers’ Meeting. Monday, Tuesday, 
Wednesday and Thursday were con- 
sumed by the managers of the 
Schiff organization in purchasing 
requirements for their respective 
stores. A sample room was main- 
tained at the Chittenden Hotel for 
this purpose, Walter Frankhauser, 
secretary of the company, was in 
charge. 

This company also conducts a 
wholesale shoe and rubber business. 


The meeting ended with a 
banquet at the Chittenden Hotel, 
Thursday evening, Robert W. 
Schiff, president of the company, 
acting as toastmaster. Other of- 
ficers of the concern present were 
Leo G. Federman, New York, vice- 
president; Al Schiff, Peoria, IIl., 
second vice-president; Walter A. 
Frankhauser, secretary, and Ruben 
Federman, New York, one of the 
directors of the company. 
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A Nose for News—An Eye forF acts 


That’s What R. L, P. Possesses, so We Want You 
to Know Him Better 


NE of the reasons why the 

Boot AND SHOE RECORDER 

is the Great National Shoe 
Weekly is that it is edited from 
every part of the United States— 
for shoe merchants and as you 
know ofttimes by shoe merchants. 
It is a business paper for the mer- 
chant who wants actual experiences 
of other merchants as guide to 
merchandising practice. 

Therefore, in each great regional 
district we have a resident, or field 
editor who, by direct 
contact with merchants, 
gives and takes ideas— 
all for the betterment 
of business. The story 
of Harry R. Terhune 
was told last month. 
He has a roving editor- 
ship, reaching his head- 
quarter base only once 
a year—the balance of | 
the time is spent in 
service to shoe mer- 
chants, and to be of 
utmost serviceability 
he travels by auto. He 
is utility man, and when 
he arrives in your town 
use him—to the limit. 

On the Pacific Coast, 
with headquarters re- 
cently in San Diego, 
now in Los Angeles, 
then San Francisco, and 
ultimately Portland and 
Seattle, roams our star 
reporter, Richard L. 
Prather, filling the of- 
fice of Pacific Coast 
Editor, and doing a 
mighty fine job of it, 
too. Experienced 
enough to guide any 
merchant in merchan- 
dising, skilled in adver- 
tising and how to get 
results therefrom, and 
particularly alert to the 
subject of a_ story, 
“Dick” Prather is sit- 
ting on top of the 
world when it comes to 
merchant contact. 

Just to know him a 
little better let us quote 
from some of his let- 
ters—as one chance 


reader put it, “that man lives life.” 
Here goes: 

“People do know how to enjoy 
themselves here. 

“T have discovered the San Diego 
Horseshoe Pitching Club, only a 
few steps from here, in the edge 
of Balboa Park. The old codgers 
from Iowa and Indiana pitch mer- 
rily all, day. Some fine pitchers, 
too. One fellow, who looks like he 
had not been off the farm very 
long, gets ‘ringers,’ double and 


RICHARD L. PRATHER, 


Pacific Coast Editor for the BooT AND SHOE RECORDER 


single, with almost every throw.” 

“Many nice orders are being 
placed here. I see many salesmen 
with broad smiles and cheery 
words. They all tell me that San 
Diego is a good town. And the 
salesman’s definition of a rotten 
town is a place where he does not 
get an order.” 

“TI sat and watched the selling in 
a store here for over two hours. 
The sales of women’s as against 
men’s was about ten to one and each 
sale was made in less 
time. Each man seemed 
to be slow in purchas- 
ing. And every one of 
them discussed the price 
with the salesman,” 

“The weather has 
been delightful. But I 
am not going to say 
much about it. Everit 
said once that he didn’t 
want to be reminded 
of such _ unpleasant 
things. So to keep 
from arousing jealousy 
or envy I. shall simply 
say that we have had 
the most wonderfully 
cool days and fine 
nights that I have ever 
known. Today, the 
skies are clear with 
that Italian beauty and 
the visibility at sea is 
remarkable. Last night 
we saw two islands 
that are over 60 miles 
off shore. And the most 
dazzling mirage of an- 
other island over 130 
miles out; fact.” 

Well, everybody is 
saying so much about 
Florida that we thought 
a few paragraphs from 
sunny California might 
fit into this picture of 
our Pacific Coast editor 
—and so you have read 
what he thinks about 
his territory. 

Now, as a_ writer, 
“Dick” slings a nifty 
typewriter—one key at 
a time—the lead story 
on Glendale is by him, 
and this little piece of 
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human interest is inserted to show 
the breadth of his reportorial style. 
It’s a picture of some value (for 
there are communities where “for- 
eign born” or “color” or “race” is 
thought of first)—not that a child, 
no matter what its race or creed, 
is a future American in the mak- 
ing, and childhood is a heritage of 
happiness for all. 

This is a story of little things. 
A little shoe store in a little town, 
a little Japanese 
boy, and a little 
act of real serv- 
ice and sales- 
manship that 
will grow into 
something big. 

A Japanese 
gardener came, 
into the little 
store and said 
that he wanted 
a pair of shoes 
for his little boy. 
The shoe man 
showed him sev- 
eral kinds, which 
were examined 
closely. Finally 
the Japanese 
said that he 
would take a cer- 
tain pair. But 
the shoe man in- 
sisted that the 
little -boy be 
brought into the 
store that the 
shoes might be 
fitted to his feet. 
“We never send 
shoes to be fitted 
at home,” he 
said. “We want 
to be sure that 
they will fit properly and that the 
little feet will not be injured.” 
The father went away and returned 
in a short time with a cute little 
fellow about five years old. He 
looked just like one of those 
Japanese dolls or quaint prints one 
sees. 

The shoe man took a lot of pains 
to fit the little fellow. As much 
care was given as if the transac- 
tion involved many more dollars 
than this pair of small shoes would 
amount to. The length, the width, 
the spread, the allowance for foot 
growth, all those necessary things 
were done. Finally the shoes were 
pronounced QO. K.. and the father 
asked: “How much?” The shoe 
man named the price—$2.25. The 
cash was handed over and the two 
started to leave. Then the shoe 
man played his trump. Turning to 
the little boy, he asked: “Do you 
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play ball?” The little fellow 
grinned as only a little Jap can grin. 
He nodded, being too happy to 
speak. The shoe man went over 
to a drawer, took out a small base- 
ball, handed it to the youngster and 
said: “Play ball with this.” 
Imagine, if you can, the joy of 
that small boy. He was fairly 
radiant. As he took his father’s 
hand and started again to leave his 
small face looked like a full moon. 


Miss America 1925 and the Sheiks 


The athletes from the University of Alabama came to Pasadena, Cali- 
fornia, for the Annual Tournament of Roses. Miss Fay Lamphier wear- 
ing pumps—but note if you will the heavy collegiate trousers—almost 
covering the shoes—proving North or South, East or West all college men 
look foot-alike. 
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to the shoe trade as an advertising 
man and special writer, became 
Pacific Coast Editor of the Boor 
AND SHOE RECORDER on Dec. 1 of 
last year. 

“Dick,” as he is known to his 
friends, has had a long and inter- 
esting career in the shoe world. 
Beginning in St. Louis in 1898, he 
was associated with some of the 
largest concerns there as advertis- 
ing manager. He also served three 
years as asso- 
ciate editor of 
the Shoe and 
Leather Gazette 
(now discon- 
tinued). From 
St. Louis he 
went to Cincin- 
nati where he 
served the Julian 
& Kokenge Co. 
as advertising 
manager for a 
considerable 
time. Feeling 
the need of a 
post graduate 
course on the 
road, he traveled 
for a time, only 
to return to the 
J. & K. concern 
in 1912. Next he 
came to Boston, 
where he han- 
dled the adver- 
tising of Queen 
Quality Shoes 
for five years. 
In 1918 he re- 
turned to Cin- 
cinnati and 
established 
an advertising 





His eyes danced and he could not 
speak. He nodded his thanks and 
hop-skipped toward the door. But 
the shoe man had one more card 
to play. He asked the pair to wait 
a moment longer. He took from 
another drawer a beautiful little 
calendar, handed it to the father 
and said: “Give this to your wife 
and wish her a Merry Christmas 
for me.” 

The elder Japanese was over- 
whelmed with joy. He bobbed his 
head, smiled, said something in his 
native tongue and went out bowing 
and smiling as far as the eye could 
follow him. 

Only a little thing to do. Only a 
small transaction but really a big 
one in the final analysis. 

Now, we have held till the last 
the customary Who’s Who, and 
here it is: 

Richard L. Prather, well known 


agency known as 
The Prather-Allen Advertising Co. 
His health failing, he disposed of his 
interests in that company and went 
to San Diego, Cal., where he now 
resides. It was his intention to 
retire permanently from business, 
but the salubrious climate of 
Southern California restored his 
health so quickly he soon began to 
long for the activity of the shoe 
business. 

Mr. Prather will have as his 
field of activity the entire Pacific 
Coast territory, from Vancouver, 
B. C., to Tijuana, and adjoining 
states of Arizona, Nevada and 
other mountain states. His gen- 
eral headquarters will be “in the 
saddle.” By that we mean that he 
will have a roving commission and 
travel all over the coast, calling on 
shoe dealers, writing the news of 
the west, passing along merchandis- 
ing ideas, etc., etc. 





BOOT AND SHOE RECORDER 


February 6, 1926 


How to Clean Up—at a Profit 


Methods of Selling That Make a Store’s Stocks 
Clear for the Coming Season 


HEN the manager of a shoe 

V4 store can get his men worked 

up to such a high state of 
enthusiasm over the selling of find- 
ings and P.M.s that they will put up 
real money of their own, he is cer- 
tainly going some. Clayton Warr is 
the manager, the Beacon Shoe Store 
the store, and Houston, Tex., the 
place. To get the “why” of it, it is 
just necessary to mention that Warr 
is one of those young fellows who 
likes his job, knows it is a good one, 
but is determined to make it a better 
one. 

The “how” is, each one of the five 
salesmen puts up $2 in a “Spiff 
Yacht Race,” the winner taking all 
the pot. When a man has money of 
his own at stake he is sure to make 
a real fight for it. Of course, the 
store pays the usual P.M.s on find- 
ings, and two to four bits on shoes 
they deem necessary to move, so if 
a boy does not cop the $10 prize, he 
manages to make from fifteen to 
forty dollars a week extra on the 
“Violets.” And for the store, well, 
they have sold as high as 288 pairs 
of odd lots in a week, incidentally 
they have doubled many of last 
year’s weekly sales figures. 

It is one thing to start something 


of this nature and another thing to 
keep the interest at top notch con- 
tinuously, so Mr. Warr devised a 
visible method of sustaining the pep. 
In the stock room, back of the sell- 
ing part, away from the customer’s 
vision, he has rigged up a perpetual 
yacht race. The sketch shows how 
the entire rear wall is made to rep- 
resent the contest. A yacht that 
slides along on a stout string bears 
a salesman’s number. Every time, 
and for each penny this salesman 
makes in P.M.s., the yacht is ad- 
vanced one mile. These miles are 
lined off on the wall grid-iron fash- 
ion and marked from 100 to 1500, 
the end of the race. 

“When my ship comes in” is no 
idle phrase here. 


Iowa Merchants Meet 
February 16-18 


Des MoInes—The Iowa Retail 
Shoe Dealers’ Convention will be 
held at the Hotel Fort Des Moines, 
this city, Feb. 16-18. Everything is 
“all set” for the most successful 
shoe convention ever “pulled off” by 
the Iowa shoe merchants and the 
Iowa Shoe Travelers’ Auxiliary. 
“In spite of economic handicaps,” 


says the committee, “Iowa is coming 
back to a better and sounder trade 
basis.” The committee feels con- 
fident that a still further improve- 
ment in farming and business con- 
ditions will take place this year. 

The Shoe Travelers’ Auxiliary is 
doing everything possible to co- 
operate with the merchants. The 
Shoe Travelers’ Auxiliary will have 
charge of the entertainment pro- 
gram. This will be put on at the 
Hotel Fort Des Moines. “Jack” 
Clark is president of the Iowa Shoe 
Travelers’ Auxiliary and Carl P. 
Ortlund is secretary-treasurer. 

Tuesday night, Feb. 16, is open 
night; Wednesday night, Feb. 17, 
the style revue will be held; Thurs- 
day night, Feb. 18, the banquet will 
take place. There will be approxi- 
mately fifty models, which are being 
trained in Rose Lorenz Dancing 
Studio, Des Moines. A number of 
new things which will be featured 
are the Flapper Girl of 1926; the 
Society Girl; Afternoon Girl; Sport 
Girl; Golf Girl; Bathing Girls; Ten- 
nis and Hiking Girls. Another 
feature will be the Children’s Danc- 
ing Models and Clog Dance; the 
new Charleston and the Argentine 
dance. 
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the pot, made on 
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Yachts, courtesy 
of Woolworth. 








The “Spiff’” Yacht Race—where the winner took all the pot, made on 
selling findings 
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A whale of 2 Valentine 
to Aold a loi of shoes. 
Wall board back- lace, 

Tigo of cardigardp TO, 


forgetime-nots and flowers 
detoreteit. Shoesrest 
on Wallboard shelves 
attached to the back. 


id ones will 

om make @ 
Jj snappy 
window. 


card with 
Shoes in 
Tront jt 


Real valentines putin 
with shoes give color 
ond action tothe pages § 





earts, blue birds, (as 





Valentine Windows 


Looking clown on oneb: 
red valentine heart tha 
fills the window ahd 
carries eight, ten or 
twelve pairs of shoes. 


Heres a sinail 
one for & 
sinole pair. 
A number of 
these units 


2 
good silos 


Still smaller for 
=) buckles and heels 
3 Scatter with 
the one pair hearts. 


& 
Upright hearts for the 
single pair and for the 
slogan of selling: 


Red hearts 
ort Led ribbons 
Suspended 

1 Window 
ceiling. Fach 
ribbon ends 
above 2 pair 
of shoes. 
Close ther 
across* front 
of window 








Potted for-get-me-rots- 
real or phoney- and 
@ pair of shoes. 

Repeat throughout 
the window and the 
Aisplay has the charm 
of ahandsome flower 
me. 


ca meee 
7-get-rme-rots 


S< 
ae Say 
% 
oN te 
. the shoes 


= saysei head Rees At 
A bed of 
placed ont the Lop. 


A big 4all of 

Sx the flowers and 
ae (Caves Suspended 
wm 7% the centerof 
the window well 
above the shoes. 


es for 
+43 mr hosiery, 
’ bucklesh heel? 


- Lhe Same 
will look well 
over the floor 
of the window. 


2 eggentions 
Stion and 
cone of 














There is no limit to the ingenuity of the man who puts in your window displays if you give him liberty 
to depart from the flat ongeemean of shoes, just shoes, and permit human interest to appear in its 


proper season. 
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“Making It Possible to Take All 


Your Cash Discounts 


$5,000 or even more. He may not 
be able to discount as yet, but he 
will be making headway and will be 
in better credit standing and able 
to get some better service on his or- 
ders. If he can show his banker 
what progress he has made, and 
what he is striving to accomplish, 
it is not unreasonable to suppose 
that the banker would be willing, 
temporarily, to increase his loan 
somewhat. That might enable him 
to begin discounting at once, and to 
pay the banker back out of his dis- 
count savings. 

If his banker should not be will- 
ing to help him out in this way, 
though that is scarcely probable, he 
could, no doubt,-by the end of the 
second year, have reached a dis- 
counting basis through his own ef- 
forts. Then he would be making 
this very handsome additional profit, 
and he would no longer wonder why 
his competitor across the street was 
always able to show his new styles 
and seasonal novelties before he 
could get them. The credit man at 


(CONTINUED FROM PAGE 52) 


his source of supply would be seeing 
to it that he, too, had the preferred 
service that must always go to the 
discounting dealer. 

There are, of course, many other 
causes of non-success in the retail 
business. Unreasonable expense is 
one of them. Insufficient gross profit 
is very frequently another. Write 
to your friend, the credit man—tell 
him your story, and see if he can- 
not help you to solve it. That is 
one of his missions in business to- 
day. That is why this article is 
written. 

Remember one thing—that volume 
is not always the secret of success. 
A small business, properly managed 
and taking advantage of all dis- 
counts offered, may well be more 
profitable than another twice its size 
that is in a rut. 

This article would not be com- 
plete without a word about the tak- 
ing of discounts that have not been 
earned. 

You would look with displeasure 
and distrust on a dealer who took 


advantage of a creditor by claiming 
a shortage where none existed. Did 
you ever stop to think whether it 
is not just as unfair and just as un- 
worthy of a right-minded business 
man to deduct a discount that has 
not been earned? Cash discount is 
a premium offered for prepayment 
within a certain time limit. If the 
payment is not made within that 
limit, the discount has not been 
earned, and if it is deducted it is 
simply taken. The dealer is put on 
his honor, as he is the sole judge of 
whether the deduction should be 
made or not. Do you want to put 
your creditor in a position where 
he must either refuse to accept your 
settlement, or if he does accept it, 
must feel that he is a victim of sharp 
practice? 

Earn your discounts—yes, but 
do not arbitrarily take them when 
they have not been earned. That 
is unworthy of a man who strives 
to be fair and honorable in his busi- 


ness dealings. 


Making Men Think of Shoes as 


an Adornment 


erable number of associations, in 
varied industries, in cooperative na- 
tional publicity. It states that dur- 
ing the ten years in which coopera- 
tive advertising has been appearing 
in magazines at least thirty-three 
campaigns have succeeded. Many 
products that have been treated with 
cooperative publicity—to make the 
public think more of those products, 
become more interested in those 
products, and buy more of those 
products. 

Firstly, let us see what some of 
these products were: Greeting 
cards, cement, wall paper, knit un- 
derwear, knitted outerwear, coffee, 
cast iron pipe, electric light, the 
Bankers’ Association, National Lum- 
ber Association, redwood lumber, 
white pine, and all of the other lum- 
ber associations; terra cotta, tile, 


(CONTINUED FROM PAGE 47) 


paint and varnish, copper and brass, 
Indiana limestone, oak flooring, com- 
mon brick, American walnut, plate 
glass, sauerkraut, face brick, and the 
florists; altogether, thirty-three of 
them, representing, you will agree, a 
very fair cross-section of industry 
in general. 

If thirty-three other industries 
have increased public interest in and 


consumption of their products, sure- . 


ly it is possible for the men’s shoe 
industry to do likewise. Do I hear 
some of you saying, “Oh, but shoes 
are different; they are entirely a 
thing apart?” A very common but 
usually entirely baseless argument, 
gentlemen. Every man is apt to 
think his own particular business is 
“different,” but in the great ma- 
jority of cases it is not so very dif- 
ferent from other lines of business. 


What others have done he can usu- 
ally do—if he wants to. There is 
not the slightest vestige of sound 
reason why the men’s shoe industry 
cannot do what these other thirty- 
three industries have done. 


A 446-Year Service 


ROCKLAND, Mass.—At the recent 
banquet at the Hotel Somerset, 
Boston, given to the factory execu- 
tives of E. T. Wright & Co., Inc., 
by President Alfred W. Donovan, 
some interesting information “came 
to the surface.” Among this was 
the fact that the nineteen factory 
executives present had given to the 
E. T. Wright & Co., Inc., a total 
service of 446 years—the average 
length of each man’s service being 
23% years. 
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THE GREATEST SHOE VALUE 
IN AMERICA 


20 


_——~_.__ SPRING MODELS 


SHOE 


pe mamraeet eskillfully designed: carried in 


ae stock ¢ nationally advertised 


SELZ ORGANIZATION ~- CHICAGO, PITTSBURGH 
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SMOOTH OR BOARDED 

COLORED SIDE ESPE- 
CIALLY ADAPTED FOR 
WOMEN’S OR MISSES’ 
SHOES. 








HE QUALITY COLORED 

SIDE LEATHER THAT 
MOST CLOSELY APPROXI- 
MATES A CALF SHOE. 








OR THE HEAVIER TYPE 

OF DRESS OR SPORT 
SHOE A FULL CHROME 
DISTINCTIVE LEATHER. 











ETAN! THE IDEAL 

LEATHER FOR THE 

HEAVY DUTY SERVICE- 
ABLE TYPE OF SHOE. 





HE OUTSTANDING 

LEATHER FOR QUAL- 

ITY SHOES, MEN'S, BOYS’, 
WOMEN’S AND MISSES’. 


“ys ye ore eS 
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WOLVERINE 


CORDOVAN 
HORSEHIDE 


SHOES 


No. 305 
Price $2.45 


The best wearing 
and most comfortable 
work shoe on the market 

















—=_— oe 4 
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No. 305 — A Russet 
Trenchide Wolverine 
Cordovan Horsehide 
8-inch utility- bal, 
4-inch cuff, full. gus- 
set, two full Oakatan 
Horsehide soles, sizes 
6-11, stamped ‘‘Wol- 
verine.”” Rubber heel. 
























Soft as a glove, yet with the extremely 
long wearing quality of Wolverine Cordo- 
van Horsehide—the toughest and longest 
wearing shoe leather known. They are 
made soft and.stay soft through the life 
of the shoe. Wolverine Cordovan Horse- 
hide shoes build a steadily increasing 
work shoe business for any dealer. We can 
refer you to hundreds of dealers who will 
tell you of their profitable business. 




























Made from the Hips 
of a Horse 


Select horsehides are pur- 
chased by us in every market 
of the world. They are tanned 
by our own special secret pro- 
cess in our own tannery. 
All this leather is used ex- 
clusively by us in the manu- 
facture of Wolverine Horse- 
hide Shoes — the only all 
horsehide shoe on the mar- 
ket so far as we know. The 
















We have an exclusive proposition to offer 
dealers who want to co-operate with us to 
get the bulk of the work shoe business 
in their town. 


























Ask about our 






aii softest, most comfortable and 
putting tusinese. best wearing work shoe made. 








Py ae ae : 
na Wate ans ages 


Wolverine Shoe & Tanning se = 
rockrord Corporation micuican 
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This shoe is shown 
through the courtesy of 
Field & Flint Co., Brock- 
ton, Mass. Made of 
LUXOR -ecalf leather, 
Golden Rod color. A 
Burt & Packard Korrect 
Shape Model. 


‘He-men ~ 
Sturdy shoes + 
Hushy leather- 

LUXOR 
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February 6, 1926 








Nobby Brown 


Write for a copy of 









Free on request 


“The Story of Leather” 
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HERE was a time when the word “Tan” was con- 
sidered sufficient to designate a leather color. Now 
alert shoe buyers want to know what tan, and they’re par- 
tial to those lively light tones brought out in LUXOR 
LEATHERS for this spring. 


Golden Rod will “go big” with young business and col- 
lege men. It’s a light tan with plenty of pep and class. 


You'll likely see this shade advertised a good bit by 
leading shoemakers—so get acquainted with it. We'll 
send you a swatch for the asking. 


In addition to the classy shade and evenness of color, 
you ll like the fine flat grain and high lustre of this husky 
leather. 


The OHIO LEATHER COMPANY 


GIRARD ~QOHIO 




















Ga ) 
[This is a ] ke Calf Year 
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USC a 
THE QUALITY BOX TOE 























TRADE MARK 


(velas tic is durable and flexible, suring long life for 
the box toe and perfect toe comfort for the wearer. 

§ Will not soil delicately-colored stockings. It is water- 

' proof and sweatproof. 

4 Celastic fuses the upper, lining, and doubler into one 
unit ; reproduces exactly the lines of the last, and 
leaves no ridge across the tip line. 

§ Box Toe problems simplified and better shoe making 
assured. 

§ Manufacturer, retailer, and consumer all benefit when 
Celastic Box Toes are used. 


United Shoe Machinery eigenen 


BOSTON, MASSACHUSETTS 
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A new Barnets calfskin, Florida Tan, No. 4083; 
black No. 4183. Our salesmen now on their 
territories. 


must be mamntaned / 


WEYENBERG SHOE MEFG. CO. 


MILWAUKEE 


North Pacific Branch South Pacific Distributor New England Distributor 
Wevenserc Suor Mec. Co. Gunnerson Suor Co. Dunnam Bros, Co. 
PortTLAnb, Ore. Los Ancetrs, Car. BraTTiesoro, VT. 





| 


| Styli sh to the last stitc 


No. 9380 an attractive model from the easiest- 
to-sell line of shoes on the market today. Our 
salesmen now on their territories. 


always / 


WEYENBERG SHOE MFG. CO:! 


MILWAUKEE 


North Pacific Branch South Pacific Distributor New England Distributor 
Wevenserc Suor Mrc. Co, Guwnerson Sxoe Co. Dunnam Bros. Co. 
PorTLAnp, Ore. Los Ancetes, Cat. BRATTLEBORO, VT. 
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Wy ITHOUT real character, reputation is but 
thinly fortified. 


Browntit Shoes 


have a well earned reputation, backed by real char- 
acter, as exemplified in inherent good quality, 
right styles and a wide variety of patterns—con- 
stantly replenished to impel consumer appeal. 


This is a line of specialty made footwear carried in 
stock for your day to day demands. You will be 
building real character into your own good repu- 
tation by selling your friends and customers the 
Brownbilt line. 


Description of Illustration 


D415—Women’s BROWNbilt Patent “Charles- 
ton” Strap, trimmed with patent stripping piped 
with gold kid, 19/8 covered wood spike heel, 
light single sole, turn effect, Letty Last, AA- C 
CS EE IE ei oes cnncevunvaseoed $3.85 


D414—Same in Black Satin, trimmed with black 
satin stripping piped with silver kid. Price..$3.85 


D416—Same in Parchment Kid, trimmed with 
parchment kid stripping piped with hazel brown 
er Bey haa ee $4.35 


In stock now. Your mail orders 
given prompt attention 








WWSds Dae Gouna, 


Manufacturers 
ST. LOUIS U.S.A. 


OFFICES AND 
Rooms 
Washington Avenue, 
16th to 17th Street, 
St. uis 


GENERAL 
SaLes 





ATLANTA SALES Room 
90% North Forsyth Street 


BALTIMORR SALEs Room 
100 N. Eutaw Street 


BIRMINGHAM SaLes Room 
Morris Hotel 


Boston Sates Room 
183 Essex Street 


Cu1caco Sates Room 
Rooms 206-207 Security Bidg. 
189 W. Madison St. 


CINCINNATI Sates Room 
414 Edwards Bldg. 


CLEVELAND Sates Room 
260-290 The Arcade 


Denver Sates Room 
403 Jacobson Bldg. 


Des Moines Sates Room 
226 Frankel Bidg. 


Derroir Sates Room 
408 Temple Bldg. 


Fr. Worth Sates Room 
Burton Bidg., 7th and Main 


INDIANAPOLIS Sates Room 
470 Century Bidg. 


Kansas City Sates Room 
807 Central Street 


Los ANGELES SALEs Room 
314-315 Severance Bidg., 
105 West 6th Street 


MINNEAPOLIS SaLEs Room 
507 Boston Block 


New ORLEANS SALES Room 
518 Godchaux Bldg. 


New York Sages Room 
144 Duane Street 


Ox.taHoMa City Sates Room 
Mercantile Sample Rooms 


PHILADELPHIA Sates Room 
18 Forest Bldg. 


PirtssurcH Saves Room 
Hotel Henry 


PoRTLAND SALes Room 
Multnomah Hotel 


Paoirio Coast D=sPARTMBNT 
412-417 Pacific Bidg., 
San Francisco 


SeaTTte Sates Room 
607 Terminal Sales Bidg. 


Waco Sates Room 
203 Provident Bidg. 


WHEELING Sates Room 
213 Riley Bidg. 


WionrTra Sates Room 
426 Butts Bldg. 








CN 
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The Shoe Satin Your 
Customers Rely on 


OMEN have come to regard Skinner’s 

Shoe Satin as the standard for shoe 

satins, just as they have known Skinner’s 

oe Sueiee wile One supeties as standard for lining satins for 78 years, 


in four different qualities to 

meet all the requirements of 

the trade. Prevailing shades s 4 4 » 
i a ube anes a Their experience with the unequaled 
(besides black) light gray, ~awurt H i 4 
parchment, French blond, sau. service in shoes made of Skinner’s Shoe 


wt Satin, plus the extensive national advertis- 
ing of this material, has made it as much 
a factor in the selection of satin footwear 
as style itself. 


WILLIAM SKINNER & SONS 


4 r’ 
l Al n eC New York Chicago Boston Philadelphia 
Mills, Holyoke, Mass. Established 1848 


o 
Shoe Sa tin The world’s largest manufacturers of Shoe Satin. 


LOOK FOR THE NAME IN THE SELVAGE"” 
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ner’s 

shoe 
ner’s 
ears, 


laled 
Shoe 
rtis- 
nuch 
wear 


delphia 


TYLE expressed in quality materials, shaped by master 
craftsmen, is the keynote of RICKARD Feminine Foot- 


wear. 


ASHION-WISE women recognize their ideal in shoes 
when their attention is first called to RICKARD Femi- 


es nine Footwear. 
The “Julie” 


Reflecting the Oxford Vogue 


AIT for the RICKARD salesman in your territory. If 
he does not call upon you regularly, a note mailed to 


Adapted for Combinati on - . 7 . 
Leathers, made over a Modified the factory will bring him to your store with styles worthy 
French Toe Last carrying 17/8 “ pha : 

Heel. Delivery in Six Weeks. of your consideration. 


Ae RICKARD SA WOE COMPANY. 


AW PAN Gata SR 


A 


—_— 


HAVERHILL 
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“The Shoes 
You Order 
Are the Shoes 
You Get” 


To Retail at 


$7. to $8, 


One 





“GRO-CORD” of 
SPORT, SOLE ° 
we 
Twenty 


Styles 


ke 
‘ 
iY 
ef 
‘ 
¢ 
Ey 
f 
’ 
: 
; 
i 
7 
4 
; 
Y 
, 
} 
1 
t 
i 
bf 
; 
$ 
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HUCKINS & TEMPLE 


INC. 
Factory Mahers of the Boston Office 


MILFORD, - p> 135 
MASS. LINCOLN ST. 


Price $4,75 


WHITE ELK 
with 


TAN CALF TRIMMING 


“RiPPry”’ 
Last 


SOFT BOX TOE 
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After five years of writing 


O 5 O O O order 


the férst long distance call 





lots. 











FOR 5 YEARS a New York concern wrote a 
southern construction company trying to get 
a first order for finished material in carload 
Twice each year the sales manager 
mailed prices that he knew were right. -- No 
response. Finally, when the semi-annual 'te- 
quest for quotations came in, he reached for 
his telephone and got the purchasing agent, 


a thousand miles away, on the wire. Prices and conditions were dis- 
cussed and he took the order then and there. It amounted to $40,000! 


In THOUSANDS of businesses today the 
long distance telephone is getting results 
that otherwise would be lost. Long Dis- 
tance cuts out waiting and gets the answer. 
It gets immediate consideration for impor- 
tant matters. It gets past closed doors, for 
its mission is obviously to serve. Many 
times Long Distance gets first orders where 
all other means have repeatedly failed to 
get an audience. 

Have you studied your own business to 
see how many telephone opportunities are 
being neglected? Is the telephone used 
only in an emergency, or are your depart- 
ment heads and the members of your sales 


staff trained to use Long Distance regularly 
to cut expense, to make sales or purchases 
that otherwise could not be made? Long 
Distance has a place on the program of 
every business that has or wants more than 
a local territory. 


The Commercial Department of the Bell 
company will gladly, upon call, make a 
study of your business and suggest a reg- 
ular plan for long distance calls. In the 
meantime, what far-distant man or concern 
would you like to talk to? The telephone 
on your desk will connect you, just as it 
does with anyone wanted in the next town 
or the next building. .. . Number, please? 


BELL LONG DISTANCE SERVICE 


Tif 


a> 
AY 


“: t 
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A tremendous campaign of national advertis- 
ing is spreading the story of the unusual wear 
and values of Endicott-Johnson shoes for boys 
and girls. This advertising is steady, persistent, 
compelling. Hitch on! Send for the E-J Catalog. 














Every wheel within a master wheel 





ConcENTRATED 
sources of pro- 
duction make for 
economy in the 
manufacture of 
any article or line 
of goods. And 
economy in man- 
ufacture means 
advantages to the 





Endicott-Johnson 
shoes; how prac- 
tically every- 
thing which goes 
into a shoe is 
made “right on 
the grounds’”’; 
how overhead 
expense is held 
down; how inter- 
factory transpor- 








merchant—both 
in buying and in 
the greater values which he can give his customers. 

The daily output of 125,000 pairs of Endicott- 
Johnson shoes is produced within a radius of six 
miles. In that area is centered one of the greatest 
beehives of industry in America. 

The composite illustration of the Endicott-John- 
son tanneries and factories does not show all the 
buildings, nor does it give an adequate idea of the 
hugeness of this vast plant. 

It does suggest, however, the intimate, central- 
ized control which is exercised over the making of 


tation costs are 
reduced to the minimum; how steps are shortened, 
from the tanning of the raw leather to the pack- 
ing and shipping of the finished product. 

It indicates why Endicott-Johnson has been able 
to develop entire communities of trained shoe 
workers; how concentration operates toward bet- 
ter living and working conditions, and how, in the 
end, the whole plan must and does result in “Better 
shoes for less money.” 

Stock Endicott-Johnson shoes and build a shoe 
business on the firm foundation of coop VALUE. 


ENDICOTT-JOHNSON 


Better shoes for less money 
Endicott, N. Y. 


Jersey City, N. J. 


St. Louis, Mo. 


Complete stocks carried in warehouses in 
the above cities to make quick deliveries 
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To Sell More Men’s Shoes Surround 


Them with Romance 


By Walter C. Roose, 
Sales Manager of E. B. Piekenbrock & Sons 


force, Sales Manager Walter C. Roose asks that each one of his men 


¢ a recent weekly bulletin to the E. B. Piekenbrock & Sons’ sales 


put himself in the place of the retail shoe merchant-customer and say— 
“If I were conducting a retail shoe store what would I like to have for 
qualities in men’s shoes to make them sell freely?” 


Mr. Roose has been in the shoe 
business ever since he was in his 
eerly ’teens. He has had wide ex- 
perience as a retail shoe store sales- 
man and retail shoe merchant. And 
so, he can readily grasp the latter’s 
viewpoint. Mr. Roose answers the 
above question as follows: 

“First of all if I were a retail 
shoe merchant I would consider fit 
as a very strong selling feature— 
Free fitting shoes on the ball and 
good snug fitters in the arch and 
around the top. I would want 
molded counters and wide heel bases 
so the heel could cushion to the bot- 
tom of the shoe and there would be 
no rubbing of counters against the 
heel. 


Wear With Style “Kick” 


“Second, Wear. If I were a retail 
shoe merchant, I would want good 
heavy oak insoles that would not 
buckle or lump. I would want nice 
uniform upper leather; I would want 
good inseaming so the welting and 
the insoles would join smoothly with 
the upper in giving the shoe good 
lines; I would want a good back oak 
bend out sole that would stand up 
through all kinds of weather. Yet 
[ would not want all this material so 
heavy that it would make the shoes 
look like plow shoes. I would want 
the wearing material with the style 
kick behind it. 

“If I were a retail shoe merchant 
I would want double wear linings 
reinforced where the shoes are 
liable to stretch out of shape the 
easiest. I would want quarter lin- 
ings that make the shoe look like 
high priced shoes. I would want the 
filler between the innersole and 
outersole to be the kind that will 
not creep or bunch and will more 
or less resist damp. I would want 


ground cork filler, if my priced shoe 
can be bought with that construc- 
tion. I would be pleased if I knew 
that all of my men’s shoes had 
tempered steel shanks in them so the 
support in the arch would be just 
as good as an arch support shoe on 
my customers’ feet. 


* Photo by Ward 


Walter C. Roose, sales manager 
of E. B. Piekenbrock & Sons, 
Dubuque, Iowa 


Five Prime Selling Factors 


“Third, if I were a retail shoe 
merchant, I would consider the shape 
and the style of the shoes I am 
going to buy. There was a time 
that style did not enter into the 
men’s shoe business to the extent 
that it does today. Style will be 
thought of still more in the men’s 
shoe business. When I unpack my 
men’s shoes, I want a_ bright, 
leathery finish on the uppers, I want 
them to stand up as if they were 


just taken from the shoe box and 
set in the show window. I want the 
“looks” of the shoe to almost sell 
itself to the customer. Free selling 
shoes. 

“Fourth (and perhaps this should 
be first), if I were a retail merchant, 
i would pick a firm that has an hon- 
orable record behind it. A firm who 
is financially able to weather any 
ordinary storm of business condi- 
tions, a firm that is honorable, one 
that is willing to work on a small 
margin of profit in order to get 100 
per cent cooperation in handling my 
shoes. I would want to know that 
the members of that firm know their 
business to the extent that they 
could make shoes a little better than 
the average in their grade. I would 
want them to help in sensing the 
styles as rapidly as the best of them. 


Attractive Setting Pays 


“I would advise the retail shoe 
merchant to place his men’s shoes 
in an attractive setting. He ‘dolls 
up’ his women’s shoe department— 
he places shoes for the ladies and 
the children in most luxurious sur- 
roundings—but to his men’s shoes 
he too many times gives an atmos- 
phere of severity, sometimes savor- 
ing of real discomfort to the 
customer. I have in mind a big 
store in a big city, selling men’s and 
women’s shoes. Some few years 
ago, they were about ready to dis- 
continue their men’s business, be- 
cause they said that it did not pay. 
They had been conducting it in about 
‘the usual way.’ Then one of the 
partners thought that he would give 
the men’s shoe department as at- 
tractive ‘a home’ as the women’s. 
He studied lines that were snappy— 
that had good looks, as well as fit 
and quality, and style and wear. He 
displayed them as well in his win- 
dows and inside as he did his 
women’s lines. He beautified the 
walls and the interior, generally, of 
his men’s shoe department. He ad- 
vertised his men’s shoes as attrac- 
tively as he did his women’s lines— 
in other words, he put a real touch 
of romance into the selling or mer- 
chandising of men’s shoes. And the 
firm now finds its men’s business so 
profitable that there is no thought 
of its discontinuance.” 
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IN STOCK 


Menihan Arch-Aid Shoes—scien- 
tifically correct footwear embodying 
comfort and style in patterns that 
are up-to-the-minute and popular— 
ready for Immediate Delivery. 


SUAVE LAST 





id ° 
Solid Leather Heel with rubber 
top lift. 


SUFFICE LAST 


B &77—Black Suede (Cov. Heel) $6.50 
. — Glace Kid 6.00 


Solid Leather Heel with rubber top lift. 
Except 977. 


PATSY LAST 


ber top lift. 
PATSY LAST 


B 507—Biack . Glace 
B 707—White  Reign- 
skin Cloth — 5.00 
K j 
— Solid Leather Heel with rub- 


Solid Leather Heel with rub- 
ber top lift. ber top. 


ee SS SS - - - > - > . ee . ee ee - 


AR ece a s ene 








i: 




















Rochester, V.X% 


New York City, 612 Marbridge Bldg. 
Chicago, Majestic Hotel 
Los Angeles, 107 E. Sth Street 
Oakland, 424 Bellview Ave. 








Gently 
Supports 
the 

SIZES Arch Send foe. Satatee ont 
AAAS /9,44 /%, © 3%/9 ine Becinete Bodldies 
AA 4%/9, B 3%/9, D 3%/9 ‘ Agency Plan. 
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John F. Walsh, recently -installed 

president of the Chicago Shoe 

Travelers Association. He repre- 

sents The Peters Branch of the 

International Shoe Co. Headquar- 

ters at Room 201, 189 West Mad- 
ison Street, Chicago 


Chicago Installs Officers 


The Chicago Shoe Travelers Asso- 
ciation held a most interesting 
luncheon meeting recently at which 
its newly elected officers were duly 
installed. John F. Walsh, who rep- 
resents the Peters Branch of the 
International Shoe Co., with head- 
quarters at Room 201,. 189 West 
Madison Street, is the newly elected 
President. He has appointed the 
following men to the following com- 
mittees: Membership—Ralph Wolpe, 
Urban Allen, E. E. Hessler, J. J. 
Schiller, W. C. Fryer, E. E. Marten, 
A. E. Gertz, J. R. Bernstein, F. L. 
Barnes, J C. Murray; Educational— 
John Roedder, Clarence Arnold, Ned 
Ray, B. C. Bowen; Special (Insur- 
ance)—Simon Ruwitch, Dave Davis, 
James Donohoe; Entertainment— 
D. A. Marks, Ira Mack, Frank 
Kramer, B. J. Coens, G. W. Harris; 
Welfare—Thomas H. Knox; Employ- 
ment—Dave Davis; Exposition— 
George E. Harrison; Grievance — 
Joe Kalisky; Style—Frank B. King. 

The enthusiasm so apparent among 
the members during the past year 
seems to be gaining momentum. Dur- 
ing the past thirty days, the Chicago 
Association has enrolled 19 new 
members. “The cooperation mani- 
fested to date is far beyond my an- 
ticipation,” writes President Walsh. 
“We expect to hold meetings often 
during 1926 and we are planning 
interesting entertainment to offer 
the boys at each meeting. At the last 
meeting, held Jan. 23, the boys were 
100 per cent for group insurance. 
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Indiana “Puts It Over Big” 


The annual shoe buyers’ week, 
of Feb. 1 to 3, “put on the boards” 
by the Indiana Shoe Travelers’ Asso- 
ciation, was a big success. Presi- 
dent F. E. Hart, who represents the 
Lewis A. Crossett Co., is much 
pleased with the way the boys and 
the women’s committee worked to 
make of the affair such a success. 

The advertising committee, Fred 
A. Naegele, Sam N. Juneau and 
Dallas Crooke, issued attractive 
literature and proved that they 
understood good publicity methods. 


Henry S. Bouve, who covers the 

volume trade from Boston to and 

including the Middle West for the 
J. A. Jonas Shoe Co. 


Bouve with J. A. Jonas 


Henry S. Bouve, one of the best 
known salesmen traveling out of 
the city of Boston, who has always 
specialized on the women’s novelty 
game, and formerly vice-president 
of the Ruddock Shoe Co., Haverhill, 
has recently joined the sales force 
of the J. A. Jonas Shoe Co., of 143 
Essex Street, Haverhill, Mass. 

Mr. Bouve will cover the volume 
buyers from Boston to and includ- 
ing the Middle West. He left for 
his territory on Sunday, Jan. 31, 
and will return after a three weeks’ 
trip. When in Boston, his head- 
quarters will be at the Jonas 
sample room, 207 Essex Street. 


Mosher with J. M. Postman 


E. H. Mosher, who recently be- 
came affiliated with J. M. Postman, 
of Brooklyn, is making good pro- 
gress with the line, and has intro- 
duced it to some of the country’s 
best stores. Mr. Mosher, whose 
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experience in the shoe business 
covers a number of years, is 
handling most of the sales end of 
the business, and at the same time 
has “a hand” in getting the styles. 
The Postman organization makes a 
fine line of Brooklyn styled McKays. 

Mr. Mosher, previous to this con- 
nection, was handling a Haverhill 
line and before this was engaged in 
the wholesale shoe business in New 
York. His first training was re- 
ceived with the Bedell organization 
of New York, where he eventually 
rose to the position of shoe buyer. 


Evans Visits the Hub 


Charles W. Evans, president of 
the N. S. T. A., who travels for 
La Valle & Lo Presti, New York, 
made a call recently on National 
Secretary T. A. Delany, at N. S. T. 
A. headquarters, 183 Bssex Street, 
Boston. Later, President Evans and 
Secretary Delany attended the N. B. 
& S. M. A. Assn. Convention, New 
York. At the banquet which fol- 
lowed, President Evans occupied a 
seat at the head table. 


Sibbald with Murphy, Gor- 
man, Waterhouse 


Ernest J. Sibbald has recently 
joined the sales force of Murphy, 
Gorman & Waterhouse, Lynn, as 
special representative and will cover 
Philadelphia, Baltimore, Washing- 
ton, Pittsburgh, Chicago, Milwau- 
kee, St. Paul, Minneapolis and New 
York City. His headquarters will 
be in New York City. Mr. Sibbald 
is acquainted with this particular 
trade. He is to call on the volume 
buyers. 


E. H. Mosher, who recently joined 
the selling organization of J. M. 
Postman of Brooklyn 
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Color S upremacy 


SPRING 
SHADES 
® 


No. 178 
BOIS DE ROSE 


No. 154 


CARAMEL 


No. 40 
PARCHMENT 


No. 158 
SAUTERNE 


No. 164 
BLONDINE 


No, 233 


ASCOT TAN 


No. 21 
GOLDEN BROWN 


No. 31 
OPAL GREY 


No. 26 
PEARL GREY 


No. 264 
TITIAN 


No. 163 


BLUE ROYALE 


No. 81 
F. B. & C. WHITE 
GLAZED KID 


AMALGAMATED LEATHER COMPANIES 


INCORPORATED 
315-317-319 Arch Street, Philadelphia 


Tanneries 
Wilmington, Del. 
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J. A. (“Dick”) Richardson, presi- 
dent of the Southern Shoe Sales- 
men’s Association—he represents 


the Commonwealth Shoe and 
Leather Co. 
Southern Boys Hold 35th 
Meet 


The Southern Shoe Salesmen’s 
Association held its thirty-fifth an- 
nual “get together” at the Hotel 
Westminster, Boston, on Thursday 
evening, Jan. 21. It was voted by 
those present “one of the best get 
togethers ever.” Hector Lynch, 
1925 president, introduced J. A. 
(“Dick”) Richardson, 1926 presi- 
dent, as toastmaster, who proved a 
most gracious host and introduced 
the entertainers in happy vein. 

Guy P. Moses was in charge of 
the entertainment. Mr. Moses was 
ably assisted by Chris S. Briel, who 
himself entertained with selections 
on the harmonica; T. E. C. Johnson 
and “Ed.” Cox. “That Old Gang of 
Mine,” was the spirit of the enjoy- 
able “meet.” Jack Doherty enter- 
tained very cleverly with songs and 
piano selections. Fred W. Stanton 
was duly installed for the twenty- 
eighth consecutive time as secretary- 
treasurer. John Thomas, of Howard 
& Foster, is the new vice-president. 

President Richardson has _ ap- 
pointed as a new feature of this 
year’s work an advisory board, con- 
sisting of S. Preston Moses and 
Hector Lynch. These two gentle- 
men, with the president, have de- 
cided to have informal luncheons 
from time to time during the year, 
at which business conditions will be 
discussed. The first luncheon meet- 
ing will be held on. Saturday, 
Feb. 13, at a place to be announced 
to members later. A 100 per cent 
attendance at this meeting is antici- 
pated. It is the thoughi that these 








BOOT AND SHOE RECORDER 


“get togethers” will stimulate in- 
terest in the association. 


Braman with Piekenbrock 
& Sons 


Maurice I. Braman of Minne- 
apolis, has joined the salesforce of 
E. B. Piekenbrock & Sons, Dubuque, 
Iowa. He will cover Minnesota, 
northern Michigan and northern 
Wisconsin. Maurice Braman is one 
of the “live wires” of the Northwest. 
He has been a shoe buyer for 
eighteen years, so he knows “what’s 
what” in the way of good _ shoe 
sellers for the retail shoe merchant. 
For eleven years he bought for the 
three stores of M. L. Rothschild, two 
in Minneapolis and one in St. Paul. 
He left Rothschild’s to go into the 
shoe business for himself, later he 
joined the salesforce of the Cam- 





M. I. Braman, who travels Min- 
nesota, northern Michigan and 
northern Wisconsin for E. B. 


Piekenbrock & Sons, Dubuque, 


Iowa 


bridge Rubber Co. But he “fell in 
love” with the Piekenbrock line at 
the Northwestern Retail Shoe Mer- 
chants’ Convention, and as he is a 
100 per cent men’s shoe man, Sales- 
manager Walter C. Roose immedi- 
ately put him on the Piekenbrock 
salesforce. Maurice is most enthu- 
siastic over the Piekenbrock line. 


Mullen with Bender 


E. F. (Ed.) Mullen, who formerly 
represented James Millar Co. 
throughout the big trade of the 
country, is now associated with The 
Bender Shoe Co., of Lynn. This 


firm makes both welts and McKays, 
and their product has enjoyed a good 
reputation during the many years 
Mr. 


they have been in business. 
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Mullen will sell the line to the trade 
with which he is familiar and to 
the larger retail merchants, and will 
have “a hand” in the styling of the 
line also. 

In reality, Mr. Mullen takes on 
many of the activities of G. W. 
Koenig, who will now represent the 
firm in the western states only. 


Boston Shoe Associates 
Entertain 


The Boston Shoe Associates en- 
tertained on Wednesday evening, 
Jan, 27, a large number of their 
buyers. Very prominent in the 
affair was Charles W. Morrill, the 
newly elected vice-president of the 
N. S. T. A.; also Robert Mills, for 
many years secretary-treasurer of 
the B.S. A. The affair was “pulled 
off” at the Boston ~Athletic Club. 


Joe Kalisky Off for 
Bermuda 


Joe Kalisky, one of the best known 
and liked shoe travelers, with head- 


quarters in Chicago, left “The 
Windy City” recently for a six 
weeks’ trip to Bermuda. He will 
return to “The Big Burg” on 


March 10, at which time he will be- 
gin his spring trip for Thompson 
Bros. Shoe Co., Brockton, Mass. 


Leiser with Mrs. A. R. 
King, Inc. 


R. J. Leiser, of Minneapolis, now 
represents Mrs. A. R. King, Inc., 
Philadelphia. His territory is the 
Middle West, with headquarters at 
the Dyckman Hotel, Minneapolis. 





E. F. Mullen, who represents the 
James Millar Co. to the volume 
buyers 
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ATENT COLT has 

many friends among 
Shoe Manufacturers, 
who prefer it to any 
other patent for at least 
some of their models. 
**‘CORONA?’’ Colt fulfills every 
requirement’ of price, cutting 
figures afd. qaality, for either 
high-grade or medium-grade 
shoes. 


The Beebe Leathers include CORONA 
Patent Colt and Sides, Vici Kid, Ayer 
Chrome Calf Linings, Sheepskins, 
Suede Calf, Grain Calf, Side Leathers, 
Splits, Satins & Shoe Fabrics. 


Lucius Beebe & Sons, Inc. 
Boston, Mass. 
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I. F. Staps of Minneapolis, who 


covers Wisconsin, innesota, 

North and South Dakota, Iowa 

and epenme ~* J. J. Grover’s 
ons 


Staps with J. J. Grover’s 
Sons 


I, F. Staps of Minneapolis, Minn., 
who represents the J. J. Grover’s 
Sons, Lynn, Mass., also Stoneham, 
was a visitor to the factories during 
the past week. 

After attending the convention of 
the N. S. T, A. in Chicago, he came 
on to line up some new samples for 
the coming season. 

Mr. Staps is one of the “live wire” 
salesmen of the Northwest, covering 
Wisconsin, Minnesota, North and 
South Dakota, Iowa and Nebraska. 

He has an office in the Boston 
Block, Minneapolis, Minn., and is 
most enthusiastic over his new line, 
which comprises, together with the 
well known Grover line, snappy up- 
to-date novelty shoes for women. 


“Sam” Miller with 
Vaughan-Towle 


S. E. Miller (Sam), who has 
been connected with the Comfort 
Shoe business for the past twenty 
years, is now associated with 
Vaughan-Towle Co. of Lynn. 
“Sam” is covering the entire New 
England territory, and is mighty 
enthusiastic over the “Kush-in-ezE” 
Comforts and the new feature 
“Fourteen Point” shoes which this 
firm manufactures. 


Ruffin Covers “‘Dixie”’ for 
James Millar 


“A man is as old as he feels” is an 
old axiom, and hold true in the old- 
in years, but young-in-spirit, W. A. 
Ruffin, who represents James Millar 
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& Co. of Chelsea in the South. For 
twenty years Mr. Ruffin was in the 
wholesale business as a buyer for 
the Augustus Wright Co. of Peters- 
burg, Va. When his firm liquidated 
some few years ago, he did not de- 
sire to be “put on the shelf,” and se- 
cured the Millar line, which he has 
been selling to the volume trade ever 
since. 


‘Ben Schwartz with Eureka 


NEw YorK.—Ben Schwartz, for 
four years connected with the 
Mariam Shoe Company, representing 
them in Brooklyn and New York, 
is now manager of the sales and 
stock department of the Eureka Shoe 
Mfg. Co., Inc., 108-110 Duane Street. 
Mr. Schwartz has a host of friends 
in New York and Brooklyn and out- 
lying districts, and states that he 
hopes they will not forget to cal] to 
see him at his new location. Mr. 
Schwartz succeeds Cyrus S. Spector. 





Photo by Ward 


J. D. MacDonald, who travels the 
Hoosier State and a few towns in 
Kentucky for A. G. Walton Co. 


MacDonald with A. G. 
Walton 


J. D. MacDonald of Milton, Mass., 
travels Indiana and a few towns in 
Kentucky for the A. G. Walton Co. 
J. D. has been with this house for 
about two years. He formerly cov- 
ered Montana, but has now changed 
his territory to Dixie-land and the 
hoosier state. He showed the A. G. 
Walton Company’s line at the Mor- 
rison, Chicago, during the N. S. T. 
A. convention and this week showed 
the line at the Claypool Hotel, Indi- 
anapolis, during “Buyers’ Week,” 
Feb. 1 to 8. Mac is a live wire and 
always “rolls up” good business for 
his house. 
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Lape Booking ’Em Fast 

Herbert L. Lape is a salesman in 
every sense of the word. He joined 
the “profession” after graduating 
from Ohio State University a few 
years ago and began his career: shoe- 
wise by selling an Eastern. line of 
men’s shoes in Western territory, 
with Kansas City as. headquarters. 
On Sept. 1, he became: associated 
with the Julian & Kokenge Co., tak- 
ing over his father’s territory, which 
includes the Northwest and a num- 
ber of big city accounts. He has 
made one trip already and with. much 
success. 

And one of the most interesting 
announcements in regard to Herbert 
L. Lape is that a very young man 
arrived at his home recently, by the 
name of Herbert N. Lape III. H. 
N. Lape, vice-president of the Julian 
& Kokenge Co. is now a grandfather. 
Mr. Lape and Milton Adler, president 
of the Julian & Kokenge Co., are at 
present in Honolulu. 








A useful idea is your best intro- 
duction card.— Dartnell in Walk- 
Over Shrapnel. , 


Al. McGinness Finishes 
Successful Trip 


Al. H. McGinness, represents 
Johansen Bros. Shoe Company in 
Oklahoma and Arkansas. 

“Al” enjoys a wide acquaintance 
among the retail shoe merchants in 
his territory, especially Oklahoma, 
where he has traveled for the. past 
twenty years. 





“Al” H. McGinness, who covers 
Oklahoma and Arkansas for Jo- 
hansen Bros. Shoe Co. 














The Countess, a 
stylish auto- 
matic fastener 
@aiter for city 
wear. 


The Sturdy, 
heavier than 
the Countess, 
for both city 
and country 
use. 


The Portland, 
awarm,heavy 
overshoe for 
hard service. 
Made with 
&@ray soleor 
red sole. 
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Any Style You Want! 


ROM heavy overshoes for outdoor 
work to light gaiters with automatic 
fasteners or buckles. Any kind of galoshes 
your customers want can be had in the 


“U.S.” line. There is no concentration on 
one “U.S.” style, but a wide assortment 
of gaiters and arctics made as well as they 
can be built. 


Every gaiter or arctic in the “U. S.” line 
is up to the “U. S.” standard of excellence. 
There is the same high quality in “U.S.” 
Galoshes that has been identified with 
“U.S.” Boots and Rubbers. 


The “U. S.” salesman is on his way to 
you with samples of the new galoshes. He 
will show you a full variety of good, profit 
building styles. Before placing your order, 
see the new additions to and improvements 
in 1926 “U.S.” Rubber Footwear. 


United States Rubber Company 


February 6, 1926 
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To Sell More Pairs—Try a Special 
Rubber Shoe Window 


HE fashionable footwear 
world now includes rubber 
footwear. This season has 
seen the presentation of a number 
of new gaiter styles; light linings 
have been introduced—and Vogue, 
in its issue of Feb. 1, states, “As 
a protection in bad weather, galoshes 
have one great advantage over even 


the most sturdy shoes. They keep 
one’s stockings from the mud that 
spatters from taxis—taxis—every- 
where! But for the woman who re- 
fuses to wear galoshes—or even 
rubbers—Vogue gives a word of 
counsel—delicate shoes will never be 
the same, once they have been wet 
through.” 


An attractive window card with 
the above wording, credited to a 
consumer fashion paper, would make 
a good “tie-up” with a special rub- 
ber shoe window. The photograph 
below is a suggestion, and can be 
easily arranged with drapes of 


velour or paper and artificial flowers 
—the scenic panel could be omitted. 
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Have you seen— 


ty obbetle’ 
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| Thenew @nverse 
| Hookless Galosh 


New - Neat - Distinctive - 
Stylish - Different - ' 


ERE’S a new gaiter that every retail dealer Hy 
who plays the style game will want to con- 


























sider for next winter—a hookless galosh that is as 




















practical as it is novel, and that really fits the ankle. 4 THES ATTH 
im Aad 
‘Bobbette’ has been a pronounced success wher- 
ever it has been used this winter. The general opin- \ 
ion both of dealers and consumers is summed up 


in the comment made by one of the largest retailers 

in a far western city; “It is the most stylish, neat- 

est and most practical gaiter for women that I have 

ever seen”, Many other dealers tell us it is the eas- 

iest and fastest seller ina woman’s galosh that they 

have ever offered. The attractive color combina- 

tions and the practical fastening device make an 

instant appeal, and the service which the shoe it- 

self gives is satisfying in every way. 

Uppers of the best quality double thread jersey, SY y 

with non-crocking fleece lining. Colors are black NN 
and two-tone effects in Fawn 
and Burgundy with harmoniz- 
ing sole and foxing. Made in 
women’s, misses’ and childs 


AY 
a 
\) 


eee ee 


ee ee 
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. Be sure to see ‘Bobbette’ wes 

i before you buy any hookless nes 

i | galosh. 

~~. RUBBER SHOE CO. 
Factory: Malden, Mass. 
BOSTON CHICAGO NEW YORK PHILADELPHIA 
175 Purchase St. 618 W. Jackson Bivd. 142 Duane St. 25 N. Fourth St. , 
pn : 
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Retail Stock Throughout Country 
In Good Shape Generally 


Clearance Sales Effective 


| CINCINNATI | 


Women Harder to Please 


“Shoe sales are becoming harder 
and harder to make, because women 
no longer seek bargains, but go into 
the market to buy shoes that will 
satisfy them,” was the opinion of 
Ted Orr, of the Potter Shoe Com- 
pany, Cincinnati. “We have been 
conducting a sale for the past few 
days and find that although our 
sale shoes are selling rapidly, we 
also are enjoying quite a play of 
our regular lines. The day of bar- 
gains has passed, I believe. Our 
experience as to styles and colors? 
That is merely the reflection of the 
experience of all dealers, that is, 
colored kids, especially in the 
lighter shades and high heels. We 
have had in stock a number of 
fancy shoes purchased abroad, but 
this stock is diminishing rapidly. 
Women are showing a decided pref- 
erence for kids with artistic trim- 
ming in appliques. 

“Any sort of trimming will not 
do, it must be something which is 
tasteful, yet noticeable,” was the 
opinion of N. L. Nesbit, of the 
Queen Quality shop, agreeing with 
the sentiment of Ted Orr. “We 
have experienced a healthy busi- 
ness during the past few weeks and 
have begun to feel the effects of the 
colored kid and high heel demand 
for spring wear. Patents, however, 
are still popular. One number with 
a kid trimming is particularly pop- 
ular.” 


Men Strong for Tans 


“Young men are still demanding 
tan oxfords and soft broad toes, al- 
though there is a possible trend to- 
ward sharper toes. High shoes are 
selling slower now that we are get- 
ting nearer to the spring days. 
Spats have sold well during the 
Winter months and I might say 
that they have enjoyed the best 
season,” declared J. H. Johan- 
neman, of the W. L. Douglas 
stores, in which opinion E. R. El- 





more, of the Hanover Company; 
Walter Geisting, of the Bostonian 
Shop and managers of men’s shops 
generally in the Cincinnati district, 
concurred. 


J. P. Orr Elected 


James P. Orr, president of the 
Potter Shoe Company, was elected 
president of the Board of Directors 
of the Queen City Club of Cincin- 
nati last week. He has just left for 
his annual vacation in Florida. The 
Potter Shoe Company has just com- 
pleted one of its most successful 
years and Mr. Orr has well earned 
his brief respite from the labors of 
managing the many affairs of his 
concern as well as other interests 
he has in Cincinnati. 
= | 










Don’t Show Too Many 


The best way to clean out 
lots of real old shoes, is to 
put a few pairs in a bin, then 
replenish them as sold, accord- 
ing to the San Benito Mer- 
cantile Co., San Benito, Tex. 
If customers see too many 
shoes of this kind on display 
at any one time, they think 
that the store has a large 
number of them, so are apt 
to be wary. 


















George Kipp Well Again 


George Kipp, manager of the 
shoe department of the McAlpin 
Company, has returned to his work 
after several days sickness last 
week. Mr. Kipp was taken with 
the customary cold and refused to 
leave his post with the McAlpin 
company, but la grippe set in and 
he was forced to go to bed for sev- 
eral days. George now is well again 
and has returned to carry on his 
good work. 


NEW YORK 


Storm Aids Rubber Sales 


Stormy weather this week tend- 
ed to retard the normal shoe busi- 


ness here, but it did stimulate the 
sale of galoshes and rubbers—and 
a stimulant was needed. A few of 
the department stores had previous- 
ly tried the stimulative effect of 
cut prices to reduce their stocks. 
The weather so far this winter had 
not been favorable to the over-shoe 
business and this week was the 
first occasion that really favorable 
weather developed. 


Clearance Sales Continue 


A few of the clearance sales con- 
tinue, notably those at the Shoe- 
craft and I. Miller stores. The lat- 
ter concern has staged the most 
successful clearance sale in its 
career, according to officials of the 
company. Although the sale has 
been in progress for some weeks, 
the buying crowds are still large. 

Among the new sales that were 
staged this week was an offering 
of a wide range of broken sizes in 
women’s pumps by R. H. Macy & 
Company at $4.96 a pair. This sale 
drew a good crowd in spite of un- 
favorable weather. 


Colored Kid for Spring 


Spring business is developing 
rather well in the high grade 
stores. Colored kid is a leading 
item, although patent and satin are 
by no means neglected. Tan calf 
also is reported to be selling well 
in street shoes. 

Judging by the advance business 
on sport shoes, the coming season 
is to be the largest the sport foot- 
wear trade ever has seen. 

Stores that have made a drive for 
the Southern resort business report 
a strong business on all kinds of 
sport shoes, particularly those 
adapted to purely sporting activi- 
ties, such as tennis and golf. 


Stage Style Show 


The Muskin Shoe Company, Bal- 
timore, Md., makers of children’s 
and girls’ shoes, staged a style 
show in their New York offices, 86 
Reade Street on Wednesday, Thurs- 
day and Friday afternoons of last 
week. The two child models, one 
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a Japanese, employed by the com- 
pany at the Pennsylvania Retailers’ 
show at Atlantic City, were used to 
show the shoes on a small runway 
constructed in the New York of- 
fices. Spot lights were effectively 
used to illuminate the runway. A 
large number of dealers attended 
the local show and a good busi- 
ness resulted, according to officials 
of the firm. 


Using the Radio 


Morse & Rogers, who started 
bre:dcasting an hour of entertain- 
ment over the radio station of WJZ 
early last month, are now receiving 
from 175 to 200 letters weekly from 
radio fans. These letters are being 
followed up directly and through 
dealers, and already have made 
many new customers for the com- 
pany’s shoes which are being put 
out under the trade marked names 
of “Sundial” and “Bonnie Laddie.” 
During the broadcasting hour, 
which is every Friday night from 
8 to 9 o’clock, the company sends 
out a musical program with the 
Sundial Shoe Serenaders, a special 
orchestra, and the Bonnie Laddie 
Boys, singers. 


Combination Metal and Leather 
Strap 


L. Alterson & Company, shoe 
_buckle manufacturers, have devel- 
oped a new combination leather 
and metal strap for the shoe trade, 
which, it is believed, fills an im- 


A Model Window Display 
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portant need. The new strap will 
be placed on the market in the near 
future. 


ST. LOUIS 




















Business Generally Good 


With the last week in January 
showing some signs of active shoe 
business many predict that Febru- 
ary will open the early spring foot- 
wear trade with a bang. 

Reports thus far gathered from 
a number of retail shoe merchants 
indicate that January was as good 
as last year. The figures are so 
close as to gains or losses that few 
are willing to say definitely that a 
gain was shown. A few stores re- 
port an increase in their business 
which for the most part is not of 
large volume. Last Saturday was 
active with one store reporting an 
increase of 100 per cent over the 
same day a year ago. The snow 
and ice of the previous day was re- 
sponsible, for many pairs of over- 
shoes and rubbers not to mention 
the necessity of footwear that 
would keep the feet dry. 


Gray Coming Strong 


In the new spring styles gray 
seems to be coming along more rap- 
idly than it has since the talk of 
high colors for spring started. In 
questioning the buyer of a large 


The Val Duttenhofer Sons Company, Cincinnati, branch of the 
United States Shoe Company has arranged these model windows 


to show merchants how to display their Flexridge shoes. 


The idea 


may be used by retail merchants for displaying any type of shoe. 
The arrangement of the footwear and the absence of overcrowding 
lend an air of distinction to the display 
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store as to how he bought colors he 
said four of the blonde family to 
one of gray. One alert, keen retail- 
ers aid he bought grays against the 
other fellow not buying them and 
believes he will be well stocked 
when the apparent shortage occurs. 


Reptile Leathers Shown 


Reptile skin shoes are being 
shown more frequently now than 
at any time in the past. Some beau- 
tiful patterns using two and as 
many as three types of skins are 
being displayed. Oxfords for the 
most part have found these leathers 
attractive. Patent leather with 
contrasting trimming is another 
popular type that many dealers are 
showing. Despite the early pre- 
dictions of harmony in trimming, 
patent shoes are being shown with 
light colored fittings. 


; 





DETROIT 








Clearance Sales Satisfactory 


Many Detroit shoe merchants ex- 
press satisfaction with the results 
of their January clearance sales. 
The volume of business has been 
good and the stocks have been 
cleared of short lines in a manner 
not usually experienced. In fact, 
in several stores it was found as 
January drew to a close that the 
stocks of sale goods was all too 
short to make a satisfactory show- 
ing to the customer. 

Inventory period has found mer- 
chants with smaller stocks this 
year than for some time past and, 
while the annual statements have 
not been completed at this writing 
merchants generally report the 
past year as being more satisfac- 
tory than the year previous, both in 
point of volume of sales and in net 
results. 


Delay Spring Showings 


There has been a tendency this 
year to hold back the announce- 
ments of spring lines until later in 
the season. This is in marked con- 
trast to last year’s procedure, when 
spring styles were being extensively 
advertised at this time. That this 
has proven a satisfactory way of 
handling the seasons’s selling cam- 
paign is seen in the tendency to 
carry through the early part of 
February a continuance of the sale 
season. This may be due in some 
measure to weather conditions, for 
January this year has been mark- 
edly a winter month. Snow has 
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covered the ground during most of 
the month, wet slushy weather al- 
ternating with snow storms keep- 
ing the customer in mind of winter 
requirements rather than of spring 
footwear. 


Rubber Trade Below Expectations 


In spite of the wintery condition 
prevailing in January the rubber 
business has not been as satisfac- 
tory as expected. With streets 
clear of snow and slush up to 
Christmas the early rubber trade 
which usually develops in Novem- 
ber and December was lacking. 
On the whole it has not affected 
stocks as much as the same condi- 
tions would in former years as 
there has been a tendency to make 
early purchases smaller and to de- 
pend largely upon sorting for the 
later demands. 

Detroit merchants are looking 
forward to a continuance of good 
business and expect colors to pre- 
dominate in the sales of spring 
lines. 

One of the coming events in Feb- 
ruary is Fyfe’s Sixty-first Annual 
Anniversary Sale. This will be 
marked with unusual offerings and 
a large volume of business is ex- 
pected. 


Merchants to Print Own Paper 


R. H. Fyfe & Co., in cooperation 
with about twenty other large De- 
troit firms are sponsoring the De- 
troit Shopping News which will 
have a large free distribution. This 
will be similar to publications of 
this character published in other 
cities. 

Shark Skin Featured 

Newcomb-Endicott Co. are push- 
ing a line of boys’ and girls’ shoes 
made with shark skin uppers. A 


very elaborate window display was. 


recently installed as a part of the 
campaign to advertise the line. 


Going Out of Business 


Carrington, Inc., is going out of 
business and the early days of the 
sale developed such a number of 
customers that policemen were re- 
quired to regulate the mobs desir- 
ing to take advantage of the re- 
duced prices offered. 


Boosey Opens New Store 


A. Roy Boosey has opened a 
men’s shoe store at 614 Woodward 
Avenue. Mr. Boosey has been con- 
nected with many firms in Detroit 
and knows conditions in that city 
through experience. Medium and 
high grade lines will be carried. 

The Lafayette Shoe Salesmen’s 
annual style show and entertain- 





ment, scheduled for January, has 
been postponed until Feb. 8 and 9. 
The exhibits are to be staged in 
their sample rooms on the fourth 
floor of the Lafayette Building and 
the entertainment will be held in 
the Tuller Hotel. 


ST. PAUL 





Start Shoe Educational Campaign 


A $3,000 campaign of education 
in “what’s in a shoe and how it’s 
made” with the general public as 
the pupils and the daily news- 
papers as the text book is being 
planned by St. Paul shoe mer- 
chants. One of the big problems 
that confronts the shoe man here 
—and presumably the situation is 
not much different than elsewhere 
—is the returned merchandise. Ad- 
justments and replacements on 
shoes that cannot be blamed for 
what happened to them are getting 
to be such a common thing that the 
dealers are determined to wipe out 
the evil so far as possible. It was 
in this connection that the educa- 
tional campaign was conceived. A 
series of advertisements will be 
run telling just how a shoe is 
made, what material is in it and 
all the numerous operations to turn 
it out. “A woman after reading 
that wouldn’t have the nerve to 
come in and want a new pair of 
shoes just because a little thread 
broke some place,” said one of the 
shoe men. “She would be over- 
awed by the number of operations 
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that go into a shoe and would won- 
der how it could be produced so 
cheaply. She would see in it a 
piece of art, something to admire, 
not something to grumble about.” 
Details of the plan are yet to be 
worked out, but already several of 
the shoe men have tendered offers 
to share in the expense. 


Hess Heads Association 


Frank Hess, manager of the shoe 
department of Field, Schlick & 
Co., has been elected president of 
the St. Paul Retail Shoe Dealers 
Association. Joe Langley, shoe de- 
partment manager at Mannheimer 
Brothers, is vice-president; M. R. 
Adams, of the Nettleton store, is 
secretary, and S. L. Elmquist is 
treasurer. 


To Stage “Shoe Week” 


The second week in February has 
been chosen as the first “shoe 
week” of the year in. St. Paul. 
“Colored Footwear Week” is the 
slogan that will feature the shoe 
advertising and sales efforts of that 
particular week, the retailers have 
decided. The aim is to get the 
public out of the “too much black” 
habit. Just now the women of St. 
Paul are buying practically noth- 
ing but blacks. Grays and the light 
shades of tans, washed kids and 
ivory-colored footwear will be 
pushed in. the color campaign. 


Celebrate Anniversaries 


Two of the oldest shoe businesses 
in the State of Minnesota are cele- 
brating anniversaries up in the 


fifties here. First comes the Soren- 
son Shoe Company which is just 






A commodious entrance with a wide expanse of display space is 
the chief feature of the Tuttle-Scott store, recently opened at 607 


Main Street, Little Rock, Ark. 
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Eighty Shoes—For Bait 


In the rear of his store in 
San Benito, Tex., H. V. Adle- 
son has built a long rack that 
will hold eighty single shoes. 
These represent the shoes that 
he is desirous of cleaning out. 
Each shoe is ticketed with.a 
tag giving the size, price and 
a consecutive number. The 
mates to these shoes are kept 
in a separate section, with 
the corresponding consecutive 
number marked in large fig- 
ures on the end of the box. 

tl In this way, when a customer 
selects a shoe, say that it is 
ntumbered No. 22, it is an easy 
thing for the salesman to turn 
to the box marked No. 22 and 
find the mate quickly. 





finishing,“ the celebration of its 
‘fifty-secénd . anniversary, which 
‘was featured by a sale. The com- 
‘pany is still headed by its founder, 
$.T: Sorenson. The other half cen- 
tury shoe house is the shoe depart- 
ment of Mannheimer Brothers de- 
partment store. This institution 
will celebrate its fifty-fifth anni- 
‘versary early in February. Man- 
‘ager Joe Langley announces that 
the public will be invited to par- 
ticipate in the joys of the happy 
event by some choice anniversary 
bargains. 


Shoe Stores “Cleaning House.” 


Retail shoe stores are holding 
clearance sales and are also intro- 
ducing the new styles. There are 
few oxfords for women noted in the 
displays—straps and step-ins in a 
great variety of patterns lead in 
the advance offerings. Small bows 
of leather in a wide variety of pat- 
terns and buckles continue to be 
shown in large numbers and are 
meeting with the popular taste. 
Every window shows the new light 
shades of parchment and sauterne. 
Many show the bois du rose and 
are beginning to have definite de- 
mands from the public for this 
shade in shoe materials. Light 
gray kid and light gray in combina- 
tion with black is shown. 


Light’ Tans in Men’s Shoes 


In men’s lines, many very light 
tans are featured. A few have ap- 
peared in ‘the*blonde shades. Chil- 


dren’s shoes are featured promi- 
nently in windows and interiors. 

Hosiery in the new shades to 
match the new shades in women’s 
shoes, is artistically arranged. One 
of the attractive display methods of 
hosiery is the rosette form with a 
small rhinestone button in the 
center. 

Men’s hosiery is gay in a multi- 
tude of refined blendings in stripes. 


White Well Displayed 


Palm Beach showings in white 
shoes, and white shoes with trims 
of tan and black, both in men’s and 
women’s numbers, have been well 
displayed. 

An interesting feature of the 
January sales was the orderly man- 
ner in which merchandise was of- 
fered. Sale shoes were fitted as 
carefully as if they were non-sale 
footwear. Many customers who 
came in to take advantage of “bar- 
gain prices,” and did not find their 
size bought shoes from the regular 
stock, in the new styles, at a much 
higher price. 


Better Shoes in Demand 


There is an increasing demand 
for quality shoes. The best stores 
report that their customers are of 
the opinion that “it pays to pay the 
price for a good pair of shoes, as 
they wear longer.” 


Manning Is Credit Man 


J. A. Manning, formerly wom- 
en’s shoe buyer at Jordan Marsh 
Company, has recently won a well- 
deserved promotion. He is now 
merchandise manager of some 
thirty-seven different departments, 
among them shoes. Mr. Manning is 
succeeded as women’s shoe buyer 
by E. Roy Smith, formerly assist- 
ant shoe buyer. 


| CHICAGO | 


Gray Being Exploited 


Judging by the advertisements of 
Chicago’s shoedom in the news- 
papers there either is a short stock 
or a very unimportant interest in 
blonde kids of all the varying 
shadings, for it’s Opal Gray and 
Friar’s Gray that’s being given the 
headlines of fashion by the leaders. 

Dainty gray one straps, pumps 
and gored oxfords, some trimmed 
with lizard and snake and sénie or- 
namented with pearl, or metal 
buckles are being pushed into the 
calcium glare of top position in the 
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ads and front positions in the win- 
dows. 
Black Good Seller 


But for all of this—according to 
one buyer—the public goes merrily 
on buying the black satins and pat- 
ents and right now are highly in 
favor of a pretty little low throat- 
ed pump with either a large buckle 
or a tulle fan rosette set atop the 
breast. 

The shades of tan—Phantasie, 
Blonde, Amber and all of the varia- 
tions are nevertheless being sold 
and seemingly sold in a very satis- 
fying quantity. At least the whole- 
salers are hard put to keep any 
stocks of them on the floor for stock 
and fill in buying. 


Modified Southern Tie 


Many of the buyers are favoring 
a modification or variation of the 
Southern tie, either in a three or 
four eyelet type with contrasting 
leathers and in black calf and pat- 
ent. Some are being shown in gray 
and tan calf and some in two-toned 
tans in calf leather. 

The little bunty toed oxford with 
the spike heel—no tongue and flut- 
ed edge with and without eyelets 
and ribbon laces is another model 
that has the favor of the buyers 
right now along with the grays that 
are to be found in every stock on 
the street. 

It’s true that the tans—the 
blonde shades have slipped down 
onto the bargain tables in outlying 
stores and basement store depart- 
ments and this may account for the 
sudden turn of the more prominent 
stylists to the gray. 

Grays will be unusually popular 
in women’s spring clothing this 
season and since the keynote of 
harmony in style this year seems to 


Interior alcove display devised by 
' Harry ‘Davis of Jacobs . Bros., 
‘New Orleans 
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be to keep the entire costume in 
color balance—the friar or opal 
gray hosiery and shoe leather will 
undoubtedly follow closely. 

If judgment may be based then 
—on the turn of the tans—then 
gray, too, is an exceedingly “high- 
style” material and may be there- 
fore handled accordingly. 


Clearance Sales Running Out 


January clearance sales are near- 
ing the wind-up pretty thoroughly 
throughout the city and as a whole 
have been very well attended. 
Stocks that were already fairly 
cleaned up have been pared down 
in splendid shape and as a whole 
prices have been on a better level 
than a year ago. At least there 
hasn’t been the same price-slashing 
done this year as characterized the 
January sales a year ago and the 
mid-summer offerings of 1925. 


Men’s Trade Better 


The men’s shoe business has 
been better. Blacks which have 
held a more prominent place in the 
past few months have once more 
retired in favor of tan shades in 
every conceivable variation. There 
is everything from flat shades of 
the blondest of blonde calf to the 
more red-tan shades of rosewood 
and the young fellows are calling 
for the “doggiest” of patterns and 
perforations. 

The men are becoming “shoe con- 
scious,” according to one of the 
leading men’s buyers and are look- 
ing more often at their feet to be 
sure that their costumes are up to 
the minute. 

Most of the spring style openings 
have been delayed until after the 
last of this week, when sales are 
out of the way, but some few an- 
nouncements have been made of 
spring footwear and grays have 
held the.lead in the women’s lines 
and tans for the men—heavy soled 
and high in color. 


[arson | 


Colored Kids on Call 


Although the majority of Mil- 
waukee stores are devoting their 
attention to clearance sales during 
the entire month of January, new 
spring styles are making their ap- 
pearance in some instances, and 
have been attracting much atten- 
tion. Those who have shown col- 
ored kids are confident that they 
are going to be very big for spring. 
However, an important place is also 





given to patents for the coming 
season. 


Gray in Better Demand 


In kids the light shades of tan 
have been favored so far, but shoe 
merchants have been getting a num- 
ber of calls for gray. Local mer- 
chants have been buying very con- 
servatively on grays in most in- 
stances, but the early demand leads 
to the belief that they may be bet- 
ter than was anticipated. 

The shoe department at Bedell’s 
announced a spring opening sale at 
which a very representative show- 
ing of new spring styles was fea- 
tured. Colored kids were given the 
most prominent place and a number 
of new styles in patents were also 
showr. 

“Our sale has opened very suc- 
cessfully,” declared Meyer Weiss, 
manager of the shoe department at 
Bedell’s. “I believe that colored 
kids are going over very big this 
spring. We have ordered heavily 
and are very optimistic over the 
outlook. This opening spring sale 
is an annual event with us and we 
are more than pleased with the re- 
sponse.” 

Colored kids in plain and two- 
tone effects will lead for spring. 


Retires From Business 


Henry J. Thoma, who for the past 
nine years has been operating a 
shoe store in Hartford, Wis., is sell- 
ing out his stock and plans to re- 
tire from business. He will devote 
his time to his work as secretary 
for the local aerie of the Eagles 
and of St. Kilian’s congregation, 
and his activities as justice of the 
peace and notary public. 


To Remodel Store 


The Busch-Tombal shoe store of 
Green Bay, Wis., will be remodeled 
and new fixtures installed during 
the early part of the spring season, 
according to plans which have been 
announced by J. M. Busch. Mr. 
Busch selected new fixtures for the 
store while he was in Chicago for 
the N. S. R. A. convention, and the 
changes are expected to make this 
one of the very up-to-date shoe 
stores of Green Bay. Mr. Busch 
was enthusiastic about styles 
shown at the convention, saying 
that they were “prettier than ever.” 
He predicted that black will con- 
tinue to hold the lead, but that va- 
rious shades of tan and gray will 
take a much more important place 
than they have for many seasons 


past. 
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SAN FRANCISCO 





Clearance Sales Successful 


January clearance sales among 
San Francisco shoe shops have 
been without exception notably 
successful. The public responded 
readily to the advertising and price 
reductions and bought liberally of 
footwear and hosiery. This splen- 
did opening of the season’s busi- 
ness gives rise to a feeling of op- 
timism and security among the shoe 
men, who look forward to a_ fine 
spring business and are purchasing 
accordingly. 

Interesting to note also, in con- 
nection with the recent sales 
events, is the fact that they re- 
quired a minimum of advertising to 
assure their success. Direct mail 
material was used to good effect in 
these special events and in the 
coming months several of the most 
prominent shops are planning to 
employ this medium in various in- 
teresting ways. 


Show Spring Styles 


The Emporium was the first store 
in San Francisco to make formal 
showing of the new spring styles. 
During the third week of January, 
the shoe department featured in a 
window display and in the depart- 
ment itself several very new mod- 
els. Among them was a pump, de- 
veloped in patent leather, gray and 
sand kid, the lines of which were 
severely plain, except for a shallow 
scalloped edge. Another interest- 
ing model in patent leather was a 
plain pump with a floral design in 
small steel beads on the toe and 
side of the shoe. Two or three sin- 
gle strap styles were shown in light 
tan and beige kid. The Emporium 
reports that the models in the gray 
and beige shades were popular fav- 
orites. 


Light Tones in Demand 


The experience of The Emporium 
with the gray and light shades 
seems to be the general experience 
of the San Francisco retail trade, 
since all the shops report a marked 
call for these light tones. In the 
material line kid bids fair to take 
the lead and the glazed effects en- 
joy a good sale. Here and there 
are shown models in suede and vel- 
vet, the colors being gray and 
brown. There is a call for these 
two materials among women who 
do not follow the mode slavishly, 
but prefer something that is notice- 
ably “different,” yet in good style 
and taste. 
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Shoe Manufacturing Centers 


Humming With Activity 


Light Colors Continue to Lead 





BROOKLYN 





Factories Busy 


Brooklyn factories are generally 
more busy than they have been for 
a year. The orders booked at the 
style shows together with orders 
sent in by salesmen and those 
placed in the Brooklyn sample 
rooms, have given the manufac- 
turers a comfortable back-log of 
business that will keep the wheels 
turning rapidly until Easter, at 
least. The biggest problem con- 
fronting the Brooklyn producers at 
present, is that of production. An 
effort is being made to get out all 
deliveries in time for the Easter 
selling. With few exceptions this 
will be done. In some cases delays 
will be caused by the shortage of 
colored kid leather of suitable 
grade to go into Brooklyn made 
shoes. 

Occasional new samples are be- 
ing produced now by the Brooklyn 
people. Most of them, however, 
are merely variation of well-tested 
patterns, mainly strap and step-in 


models. Sandals are given a prom- 
inent place for late Spring and 
Summer, particularly when devel- 
oped in colored kid materials. 


Patent and Satin Stronger 


New orders coming into the fac- 
tories now stress patent leather 
and satin a bit more strongly than 
has been the rule for the past two 
months. This is explained by the 
fact that the early orders were 
mainly for colored kids and that 
retailers have now found a need for 
replenishing their stocks of patent 
and satin. 


Reptile Leathers Used 


Reptile leathers of all kinds also 
are being freely used by the Brook- 
lyn shoe men, not only as a trim- 
ming for shoes of other materials, 
but as basic shoe materials. 


“Swagger Boots” Introduced 


I. Miller & Sons are making 
some “swagger boots” to be intro- 
duced in their stores in the near 
future. These boots are on the 
plan of the Russian or Wellington 
boots, with a contrasting collar, 
but with this collar taking a slant, 


Interior of new store of the Johnson-Cook Shoe Co. at Columbus, Ga. 
The store is one of the finest in the South : 


rather than carrying. straight 
across the boot. They are being 
made in tan or black calf and pat- 
ent leather. 

Morris Butt, an old-time shoe 
merchant of Brooklyn, who retired 
about six years ago, died at his 
home here last week, and his wife, 
with whom he would have cele- 
brated their fiftieth wedding anni- 
versary in June, died fifteen min- 
utes afterward from the shock of 
learning of her husband’s death. 

Mr. Butt was 72 years old, and 
his wife was 67. He had long been 
a sufferer from arteriosclerosis 
and his wife had heart disease and 
had been seriously ill for the last 
seven weeks. 

During 35 years of their long mar- 
ried life, Mr. and Mrs. Butt conduct- 
ed a retail shoe store on Broadway, 
Brooklyn. Both of them had put in 
many hours each day in their store, 
but six years ago, hardening of the 
arteries compelled Mr. Butt to give 
up business and he sold their store. 

The couple are survived by two 
daughters and three sons, one of 
whom is connected with the Dia- 
mond Shoe Company. 


“Millerites” to Dine and Dance 


The “Millerites,” a social and 
mutual benefit association com- 
posed of all employees of the I. Mil- 
ler organization, will hold their an- 
nual frolic on the night of Feb. 21 
at the Hotel Astor, New York. The 
affair this year will be a beefsteak 
dinner, entertainment and dance, 
and such a large gathering is an- 
ticipated that the grand ball room 
of the hotel has been engaged. Al- 
together about 1500 employees of 
the Miller factories, stores, etc., are 
expected to attend. 

An elaborate entertainment has 
been arranged, with Advertising 
Manager Levinson in charge. Ber- 
nard Corman is president of the or- 
ganization. 


Postpone Board Meeting 


The meeting of the newly elected 
Board of Directors of the Shoe 
Manufacturers Board of Trade of 
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Cinderella Contest Builds Mailing List 


February 6, 1926 


[NSTEAD of the lovely maiden of the fairy tale, Morris Vogel, owner of the Cinderella Slipper salon in San Fran- 
cisco, won a wonderful small-size mailing list and an immeasurable amount of effective publicity for his store when he 
played the prince in a “smallest slipper” contest, tieing up with the showing of the moving picture, “A Kiss for Cin- 
derella,” the first week in January. 

The pair of slippers offered to the Cinderella whom they fit were of silver kid with rhinestone buckles, size 18% B 
—half a size smaller than 1, and made especially to the order of the shop. 

The contest was advertised in all the San Francisco newspapers, by a slide in the theater in which the motion 
picture was shown and by an attractively arranged window in which the prize slippers along with photographs of the 
star of the picture and her supporting cast were prominently featured. 

Interest ran high and 300 women visited the shop to try on the dainty slippers. Inasmuch as the name and ad- 
dress of each one was obtained, a “small-size”’ mailing list was compiled which Mr. Vogel believes will prove of immense 
value. Among the 300 contestants there were eight who could get the slippers on. These eight were permitted to enter 
the finals, conducted by three judges who narrowed the number down to two. It was finally decided that the slippers fit 
Miss Velma Kerske perfectly as she sat, stood or walked, and she became the happy possessor of the dainty footwear 


footwear. 





Greater New York, scheduled for 
Tuesday, Feb. 2, has been post- 
poned to Monday, Feb. 8. 





HAVERHILL 








Light Colors and High Heels 


Light colors, and plenty of them, 
and high heels, and plenty of them, 
too, are the high lights of Haver- 
hill styles just now. Production is 
totaling up well. Gains in the pro- 
duction of shoes for winter resorts 
supplement the usual run on big 
city novelties for spring and 
Easter. 


Grays on Call 


Grays may be called good, and 
the same may be said of blondes, 
tans and other colors. But the 
Haverill interpretation of a gray 
shoe is a gray that is outlined, 
silhouetted, appliqued, strapped or 
otherwise adorned with delicately 
contrasting leathers. The same 
may be said of the other leathers 
as named by the chart. The 
decorative effect, be what it may, 
is of more importance in style mak- 
ing than the rest of the shoe. 


Variety in Straps 


Straps are very slim, as well as 
of many patterns. Some are but one- 
eighth of an inch in width. High 
pitched instep straps and front 
straps are standard in Haverhill 
style. Then there are various de- 
signs in fancy strapping that are 
characteristic of Haverhill shoe- 
making. Some shoes are sec 
strapped that they might be called 
strapped pumps, novelty oxfords 
or sandals. 


Haverhill Heels Fancy 


Heels on Haverhill shoes are not 
only high but they are fancy. For 
instance, one buyer who was taking 
20/8 heels and thinking them the 
limit, has asked for 22/8 heels. On 
gray parchment, or like pumps, 
are heels of fine lizard grain, or 
of stippled, opal or like lustre. 

The run of wood heels amazes 
old time Haverhillites, and Haver- 
hill is a center of the wood heel 
industry. Some veterans of the 
Haverhill trade can well recollect 
when dress slippers were made 
without any heels on them at all. 
When wood heels first came in 
style, in modern’ shoemaking, 
Haverhill shoe manufacturers sent 
out their shoes to be heeled in con- 


tract shops. The Guptill and the 
Fox firms were among the first to 
install equipment for attaching 
wood heels in shoe factories. 


Exquisite Leathers 


If buyers are willing to raise the 
limit, Haverhill firms will make for 
them some shoes of exquisite 
leathers, the like of which has not 
been seen before. 

For instance, lace kid, a beauti- 
ful stock having a design as deli- 
cate as that of hand-made lace, 
blown glass leather, silk finish 
grain leather of delicate stripes in 
colors, pressed and polished reptile 
grains in colors, tapestry and wall 
paper prints, and a few more of 
like kind. 

These leathers can be made up 
into beautiful shoes. But the price 
is up towards the sky. 


CINCINNATI 











Production Increasing 


Production in the Cincinnati fac- 
tories is going forward at a highly 
satisfactory rate. Most factories 
are running very close to capacity. 
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Labor conditions are quiet and 
everything indicates that the Cin- 
cinnati manufacturers will have a 
“flying start” toward one of the 
most successful years ever record- 
ed in this market. Orders for 
Easter are continuing to rain in 
upon the manufacturers and it is 
possible that they will be hard 
pushed to fill all orders on hand in 
time for the Easter trade. 

The general style trend in this 
market is merely a reflection of 
what is being experienced by all 
shoe men throughout the country. 
Cincinnati manufacturers with 
splendid foresight went into the 
leather market early and purchased 
a large quantity of colored kid 
leather so that now they are able to 
cater to the retailers’ demands for 
colored kid shoes in almost any 
quantity within reason. 

Retailers also are being. compli- 
mented by the manufacturers for 
the early placing of orders so as to 
avoid the last minute rush which is 
so characteristic of an early Easter. 


Market Active 


The Cincinnati market which at 
one time was said to be slipping 
and gradually being displaced by 
other and newer markets is far 
from being in a feeble state now. 
This is due to a large extent to the 
cooperative spirit manifested by 
manufacturers generally, the na- 
tional advertising campaigns which 
they have conducted as a market 
and finally to the placing of high 
class stylish footwear on _ the 
market. 

“We are reaping the benefit of 
the campaign for early placing of 
orders and our factory now is run- 
ning at close to capacity in order 
to fill all our orders for Easter 
trade,” was the declaration of R. 
Faxon, secretary of the L. B. Ca- 
hill Company. “Our good fortune 


in placing orders for kid in time 
for the anticipated demand for col- 
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ored kids for spring wear is making 
it possible for us to supply our cus- 
tomers without delay.” 


| LYNN | 


Shops are busy, for the drive on 
early spring and Easter shoes is 
on. With Lent almost at hand, 
there is scarcely more than forty 
days before the wearing of new 
Easter shoes. It looks as if Lynn 
would make its deliveries on time, 
or even ahead of schedule. Supple- 
mentary and sizing up orders are 
coming in, and good shipments are 
being made from stock depart- 
ments. Manufacturers are turning 
their attention to late spring and 
early summer novelties, with pros- 
pects of some changes in styles. 


Styles More Stabilized 


Styles do not show such sharp 
and sudden changes as they did a 
while ago. As previously reported, 
there is a strong and growing 
tendency to keep styles as they are 
until somebody has a chance to 
make a profit on them. 

Materials show a continuance of 
the light tones, such as are gen- 
erally classed as blondes, tans and 
grays, with quite a gain on gray for 
Easter. Much more leather, and 
much less fabric is being cut in 
Lynn shops. 

It seems impractical to classify 
colors on a percentage basis. One 
firm tells of a report from one 
merchant who was selling better 
than 60 per cent light kids, and of 
a report from another merchant 
who: was selling better than 60 per 
cent patents. 

Patents are expected to return 
to popularity after Easter. Some 
of them will be touched up with 
bright colors, even reds or greens, 
these colors being used in collars, 








February 6, 1926 


aprons, saddles, as well as in over- 
lays and appliques. 


Conflict of Heels 


Three-inch heels are reported 
from the last factories. That is 
the highest yet for the Lynn trade. 
Several makers report « general de- 
mand for higher heels on shoes for 
immediate sale, that is 16/8 heels 
where 14/8 heels were wanted, and 
18/8 heels where 16/8 heels were 
formerly preferred. 

Yet the new sport models show 
heels 8/8 high. Evidently, heels 
are in conflict. Toes are short and 
round. Lastmakers mention longer 
toes. 

Pump Patterns Lead 

Pump patterns, including D’or- 
Says or dip-sided pumps, and strap 
pumps with front straps or instep 
straps or both, and the step-ins are 
by far in the lead in Lynn styles. 

Samples of open shanks, and of 

(CONTINUED ON PAGE 95) 


Wohl Plans Profit Sharing 


HE thir dannual banuet of the 

Wohl Shoe Co., St. Louis, to sixty 
department heads was held early in 
January at Hotel Statler, St. Louis. 
At this meeting David P. Wohl, 
president, discussed plans for in- 
corporating the concern and plac- 
ing stock at the disposal of employees 
in order to put the firm on a profit- 
sharing basis. 

Mr. Wohl announced that 1925 had 
been the most prosperous in the his- 
tory of the company, a pioneer in 
the field of operating chain shoe de- 
partments in connection with wo- 
men’s stores. He said the company 
had grown from having seventeen 
branches to include thirty-one within 
the year. Fifteen. more will be 
added at once, he said, and the firm 
expects to be operating fifty by 
spring. Distributing of a bonus of 
10 per cent of the company’s earn- 
ings for the year 1925 wes made to 
the employees, he stated. 

The Wohl Shoe Company 
has connections with several 
shoe factories in St. Louis. 
The wholesale department 
showed an increase of 60 
per cent last year over the 
_year before, Wohl stated, 
which was the best depart- 
mental gain. The progress 
of the company was attribut- 
ed by Wohl to the organiza- 
tion employed and the ac- 
quiring of new departments 
solely on earnings of the 
company. He announced his 
intention to purchase a farm 
in the vicinity of St. Louis 
for the use of the employees. 
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Shoes of Worth 


A. E. NETTLETON CO, 
H. W. COOK, President 
Syracuse, N.Y., U.S.A. 
MEN’S FINE SHOES EXCLUSIVELY 
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New England Association 
Holds Special Meeting 


A special meeting of the Board 
of Directors of the New England 
Shoe and Leather Association was 
held at headquarters, 166 Essex 
Street, Boston, Wednesday, Jan. 27. 
In the absence of the president and 
vice-presidents, W. J. Fallon pre- 
sided. 

After the secretary had presented 
various reports covering the activi- 
ties of the association’s councils, 
continuation class and other de- 
partments, the following resolu- 
tions were passed: 

Fixing the date of the 1926 
annual meeting for Feb. 4. 

That the directors recommend to 
the association that the by-laws be 
amended changing the date of the 
annual meeting from the third 
Wednesday in January to the third 
Wednesday in February. 

Opposing the so-called Gooding 
Long and Short-Haul Bill now 
pending in Congress. 

To have the president of the 
association appoint a special com- 
mittee of directors to study the 
majority report of the commission 
on old age pensions and accom- 
panying bill, now pending in the 
Massachusetts General Court, said 
committee to report to the Board of 
Directors later. 

To oppose the proposal to in- 
crease the cost of compensation 
insurance in Massachusetts. 

Favoring the bill now pending 
in the Massachusetts Legislature 
authorizing municipal appropria- 
tions for community publicity. 

Favoring the bill in the National 
Congress eliminating the 1 per cent 
capital stock tax and requesting 
the members of the association 
to write their senators and repre- 
sentatives at Washington request- 
ing them to vote in favor of this 
measure. 

A report from the association’s 
traffic managers’ council, through 
Chairman Carlton R. Blades, 
pointed out some of the dangers 
to New England industry from the 
Gooding Bill. 


Removal Announcement 


Des MOINES, Iowa—On Jan. 1, 
the Hood Rubber Products Company, 
factory branch, at this place, took 
up headquarters in a new five story 
building, devoted exclusively to 
Hood products, tires and footwear, 
at 4 West Seventh Street. Entrance 
to office will be on the Seventh Street 
Viaduct. A. J. Wylie is manager. 
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DR. CAMPBELL’S 
HEALTH SHOE 
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Zumwinkel with Creel, 
Mauldin & Chambers 


Wylie Creel, formerly vice-presi- 
dent of Creel, Mauldin & Chambers, 
Inc., St. Louis, resigned his position 
Dec. 31, having sold his stock to 
Thomas L. Mauldin, president of the 
company. Mr. Creel has formed a 
new connection with the Great 
Northern Shoe Company, and will 
cover the Southwest with that line. 

W. H. Zumwinkel, for several 
years manager of Hamilton-Brown’s 
New York office, and more recently 
with J, W. Carter Co., Nashville, 
Tenn., has joined the Creel, Mauldin 
& Chambers organization as sales- 
manager. This company has added 
several experienced men to its sell- 
ing force. Salesmen left for their 
territories Jan. 13 with a line of 
young men’s shoes that have some 
brand-new selling features. The 
Creel, Mauldin & Chambers Com- 
pany are making a vigorous bid for 
business in their grades: $5 and $6 
retailers. 


W. H. Zumwinkel, salesmanager, 
Creel, Mauldin & Chambers 


4 


Former Tannery Building 
Torn Down 


BRAINTREE, Mass.—The Col. A. C. 
Drinkwater tannery on Commercial 
Street is being demolished. This 
building is one which has long been 
a landmark and a reminder of the 
time when tanning was an impor- 
tant factor in Braintree. Col. A. 
C. Drinkwater, who is now retired, 
spends his winters in Florida. He 
is the father of Horace R. Drink- 
water, treasurer of Edwin Clapp & 
Son, Inc., East Weymouth. 
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semi-open shanks are shown. But 
there are few slashed or seive per- 
forated vamps. Narrow overlays 
and appliques are the main trim- 
mings; yet some underlay effects 
are being produced. 

Buckles, or metal ornaments are 
much used on popular price shoes. 





| BROCKTON 





Keith Company on Full Time 


George E. Keith Company’s main 
plant in Brockton and its out-of- 
town factories, are well supplied 
with business and full time is the 
rule in all departments of the 
Walk-Over plants. 


Shoe Concern’s Main Office in 
Holbrook 


The Brockton Shoe Manufactur- 
ing Company, beginning Feb. 1, 
has its main office located at the 
Holbrook factory, according to the 
plan which Manager O’Neill has 
developed in connection with the 
production of this concern’s pro- 
duction. Work has started on the 
spring run, the daily production of 
the Holbrook plant amounts to 3500 
pairs of men’s welts, 


New President of Last Company 


Louis F. Wright has been chosen 
head of the Woodard & Wright 
Last Company, following the death 
of his father, Ellery C. Wright. 
Other officers are: Vice President, 
Charles F. Woodard; treasurer and 
clerk, Abram L. Bowman; assistant 
treasurer, Samuel H. Howland. 


| ST. LOUIS | 


Manufacturers Optimistic 


If 1925 was a good year for the 
St. Louis shoe manufacturers—and 
the statements of all manufacturers 
proved this—then 1926 should be 
an even better one if the early 
business thus far consummated is 
any indication of the trend. The 
general line houses all report good 
increases over the volume of last 
January. 


Patent in Demand 


The sales manager of one of the 
biggest houses stated that his firm is 
receiving an enormous volume of 
orders for patent leather novelties. 
His opinion was that many retail 
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ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe Catalogues and 
Shoe Booklets‘ 


201 South Street Boston, Mass. 
Telephone, LiBerty 8673 











merchants, failing to cover their 
needs in this field at the conven- 
tions, returned to their stores where 
they done saner and sounder think- 
ing and suddenly discovered that 
they had to fill a space with black 
shoes. 

This report was substantiated in 
other houses, and the merchandis- 
ing manager of one of the larger 
houses stated that for the past few 
weeks patent leather orders have 
been running about 50 per cent of 
the women’s novelty business. 

The specialty houses, of course, 
have practically sold up _ their 
Easter production. April 1 is the 
earliest delivery date in one of the 
largest houses. 

The talk of a shortage of certain 
types of colored kid skins continues 
in the factories where high grade 
footwear is produced. Although a 
majority of the manufacturers are 
covered on their requirements. 


| MILWAUKEE | 








Hold Sales Conference 


More than 50 salesmen of the 
Weyenberg Shoe Manufacturing 
Co., manufacturers of men’s dress 
shoes to retail at $5 and $6, gath- 
ered at the home office for a sales 
conference. Following the confer- 
ence, they started out on the road 
with new samples during the last 
week of January. The conference 
included discussions of new styles, 
business conditions and salesman- 
ship, as well as some of the prob- 
lems to be faced by salesmen at the 
present time. Addresses were given 
by Frank L. Weyenberg, president 
of the firm; Robert J. Dempsey, 
sales manager, and T. R. Simons, 
general superintendent. 


Returns from Trip 
C. H. Madsen, sales manager of 
the F. Mayer Boot & Shoe Co., has 


returned from a trip of several 
weeks which he spent in the East. 
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CHANGES IN BUSINESS 


CHICAGO, ILL.—Karlson Shoe Co. 
(not inc.) (11145 Michigan Avenue) 
(Roseland) shoes, sold out to D. H. 
McCulloch. 

BARNESVILLE, GA.—S. M. Marsh- 
burn, shoes, removed to Miami, Fla. 

PLYMOUTH, IND.— (Branch of Fort 
Wayne) M. Lauer & Son, shoes, etc., 
sold out store at Fort Wayne to 
M. & N. Shoe Co., Inc. 

CHICAGO, ILL.—Stanwear Shoe Co. 
(48 S. Wells Street) wholesale shoes, 
moving to 311 W. Monroe Street. 

Saval Shoe Mfg. Co., Inc., (316 
Union Park Street), shoe manufac- 
turers, succeeded by Murphy & Saval. 

West: FRANKFORT, ILL.—David 
Gardner (“Shoe Market”) shoes, re- 
ported sold out to Lasky, Cantor & 
Brown, Inc. 

RUSHVILLE, IND.—John W. Luft, 
shoes, etc., reported sold out. 

OLDTOWN, Me—John L. Reilly, 
shoes, etc., reported selling or sold 
out. 

Boston. — Berman-Haskell Shoe 
Co., shoes, and leather, incorporated 
with authorized capital of $100,000. 

B. F. Brown Co., Inc., blackings, 
etc., recently incorporated. 

BROCKTON, Mass.—MicMac Mocca- 
sin Co., Inc., manufacturers., in- 
corporated with authorized capital 
of $15,000. 

HAVERHILL, Mass.—I. Holtz Shoe 
Co., shoe manufacturers, incorporat- 
ed with authorized capital of $10,000. 

Mitchen Shoe Co., Inc., shoe manu- 
facturers, incorporated with author- 
ized capital of $15,000. 

HOLLISTON, Mass.— Arthur A. 
Williams Shoe Co., shoe manufactur- 
ers, name changed to Goodwill Shoe 
Co. 

LYNN, Mass.—Watson’s Shoe, Inc., 
shoe manufacturers, incorporated 
with authorized capital of $150,000. 

Karl F. Hopkins Co., shoe manu- 
facturers, recently incorporated. 

Mascott Shoe Co., shoe manufac- 
turers, incorporated with authorized 
capital of $15,000. 

SALEM, Mass.—Wilkinson Counter 
Co., Inc., counter manufacturers, 
incorporated with authorized capital 
of $100,000. 

Wosurn, Mass.—James_ Robert- 
son & Co., Inc., tanners, recently in- 
corporated. 

DetTRoIT, MicH.—Anthony Mack, 
shoes, reported sold out to B. Plottier. 

St. Louis, Mo.—M. Stone & Son 
Leather Co. (1526 Franklin Ave.), 
wholesale leather and findings, incor- 


porated with authorized capital of 
$60,000. 

BROOKLYN, N. Y.—John Contos 
(4804 Avenue N.), shoes, etc., store 
reported closed. 

D’Angelo-D’Allesandro Shoe Co., 
Inc., (8901 14th Avenue), manufac- 
turers of turns, succeeded by Mas- 
cali-Benenati Shoe Co., Inc. 

B. Bliss Co., shoes, etc., incorpor- 
ated with authorized capital of 
$20,000. 

C. & R. Plantations Corp., rubber 
shoes, etc., incorporated with author- 
ized capital of $35,000. 

RICHMOND HILL, N. Y.—Mary 
Zang (Mrs.) shoes, reported selling 
or sold out. 

CHARLOTTE, N. C.—Charlotte Cin- 
derella Slipper Salon, shoes, etc., in- 
corporated with authorized capital 
of $25,000. 

CANTON, OHI0O.—Stadium Shoes, 
shoes, incorporated. 


Business Reverses 


AucusTa, ARK.—M. Wilenzick, 
shoes, etc., reported petitioned into 
bankruptcy. 

Los ANGELES, CALIF.—Sam Lieber 
(122 S. Spring Street) shoes, etc., re- 
ported asking general extension. 

DENVER, CoLO.—Abraham Grimes 
(2030 Larimer Street) shoes, etc., 
reported petitioned into bankruptcy. 

STAMFORD, CONN.—Oscar Harder, 
shoes, reported petitioned into bank- 
ruptcy, 

Fort GAINES, GA—J. M. Cul- 
pepper, shoes, etc., reported peti- 
tioned into bankruptcy. 

CHICAGO, ILL.—Joe Gertz, (3930 
Sheridan Road) shoes, reported peti- 
tioned into bankruptcy. 

Samuel Levin (602 E. 39th Street) 
shoes, etc., reported petitioned into 
bankruptcy. 

PEoRIA, ILL.—Samuel Moskovitz 
(“Peoria Bargain Store’’) shoes, etc., 
reported petitiéned into bankruptcy. 

Gary, IND. — Children’s Shop, 
shoes, etc., reported petitioned into 
bankruptcy. Reported receiver ap- 
pointed. 

SULLIVAN, ILL. — T. P. Finley, 
shoes, etc., reported petitioned into 
bankruptcy. 

AMEs, IowA.—Morris Manfield, 
shoes, etc., reported petitioned into 
bankruptcy. 

Dus MoINEs, IowaA.—Raymond I. 
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Mills, shoes, etc., reported petitioned 
into bankruptcy. 

ANTHONY, KAN.—W. W. Stroh- 
meier, shoes, etc., reported petitioned 
into bankruptcy. 

DETROIT, MicH.—Stefan Kaminski 
(9809 Jos. Campau Ave.), shoes, re- 
ported petitioned into bankruptcy. 

BAKER, MONT.—Trandum & Wil- 
son, shoes, etc., reported closed by 
sheriff or execution. 

UNION City, N. J.—Harry Stricoff 
(331 Bergenline Ave., Union Hill), 
reported meeting of creditors sched- 
uled. 

New YorK CitTy.—Jack Shurack 
(“Jack’s Booterie”), (1645 Madison 
Ave.), shoes, reported receiver ap- 
pointed. 

GOoLDsBorO, N. C.—Fred Maroon, 
shoes, etc., reported petitioned into 
bankruptcy. 

ROWLAND, N. C.—A. L. Bullock, 
shoes, etc., reported petitioned into 
bankruptcy. _ 

PATERSON, N. J.—Charles Sanders, 
shoes, reported assigned. 

CAMDEN, N. J.—Benjamin Ros- 
ner, shoes, reported meeting of cred- 
itors was scheduled. 

PHILADELPHIA, PA.—Maurice Ra- 
binowitz (713 S. 5th St.), leather 
and findings, reported petitioned into 
bankruptcy. 

John A. Levin (5825 Germantown 
Ave.), shoes, reported receiver ap- 
pointed. 

NEwportT, R. I.—Sullivan’s (Sulli- 
van Bros., proprietors), shoes, re- 
ported petitioned into bankruptcy. 

MORGANTOWN, W. Va.—Blaney, 
the Shoeman, shoes, reported peti- 
tioned into bankruptcy. 

MULLINS, S. C.—Frank Levenson, 
shoes, etc., reported petitioned into 
bankruptcy. 

Rock Huu, S. C.—Mutual Dry 
Goods Co., shoes, etc., reported offer- 
ing to compromise at 25 per cent. 

Boom FENN, TEx.—(P. O. Wirm- 
ingham), Robert L. Pryor, shoes, 
etc., reported petitioned into bank- 
ruptcy. 

DENTON, TEx.—E. Ostrich (Dress 
Up Shop), shoes, etc., reported of- 
fering to compromise at 45 per cent. 


Shoe Factory to Reopen 


BRAINTREE, MAss. — Williams- 
Kneeland Company shoe factory in 
Braintree, which has been closed 
for more than a year, will shortly 


reopen. The Williams-Kneeland 
concern was organized thirty-five 
years ago for the manufacture of 
men’s and women’s fine shoes, the 
factory first being operated in 
Brockton and later being removed 
to Braintree. Samuel Shapiro re- 
cently acquired this business. 
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SOFT TOE BALLETS 


Right and Left Lasts 


No. 600 
id 


TOE DANCING BALLETS 


Wom. Miss. Child's 
No. 618—Black Kid ....82.80 $2.75 $2.70 
No. 608—Pink Satin ... 3.40 3.35 3.30 


GYM SHOES 





IN STOCK 


BROOKS SHOE MFG. CO. 
1725-35 No. 6th Street _ Philadelphia, Pa. 


Western Distributing Branch 
264 Chamber of Commerce Bldg., Los Angeles, Cal. 


IN STOCK 
IMPORTED ENGLISH 


RIDING BOOTS 
16° 
=. 


ORDER THEM IN TAN OR 
BLACK 


Men’s 





These English 
Riding Boots are 
in favor with ex- 
perienced riders 
who recognize 
their custom- 
made appearance, 
superior work - 
manship and easy 
fitting qualities. 
These desired fea- 
tures combined 
with the English 
long time process 
of tannin give 
the English made 
boots that inde- 
scribable 

thing that 


STYLE 
B-2774 





Colt Cromwell Co. 


neorporated them apart 
riding boots of 
perfection. 


596 Broadway 
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TAN STITCHDOWN 
PLUG OXFORDS 


IN STOCK 


WITH HALESOLE WITH CREPE 
BOTTOM RUBBER SOLE 


Looks like leather; wears 
twice as long. 


Tan Stitchdown 
Sandals—Halesole 


5 
8% to 11 
11% to 2 


In view of the low price quoted for the qualities of- 
fered, only case lot (36 pair) orders will be accepted. 


Laing, Harrar & Chamberlin 


43 N. THIRD STREET 
PHILADELPHIA, PENNA. 


The only line of stitch- 
downs we know of that 
gives these real wear 
values. 














New York, N. Y. 


IN STOCK 


It always pays to sell the best. In 

the boudvir line my product stands 

unexcelled. You play safe when 

ordering boudoirs of me, Always 

salable. Choice of black or colored 
kid. Shipments in 36 pair 
cases only. 


APPROVED BY 
MEDICAL MEN 


support for the ankles of 
i@ren and as « fully 
. the Burkley — 


wainoas ihre 
etntiLate ¢ ren's 
rentso =_-: ete by sending 
= today. 
Phone Brockton 21 
for immediate action. 


BURKLEY 
SHOE CO. 
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CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


Recorder rates for space less than one-eighth P°issersen. A weventy-ive cent ‘For 
page per issue: other ‘‘Want’’ advertisements, eaten conte per word for each 


rt t 
Space ltime T7times i18times 26 times 53 times prop das tan a i ented at the Boston office a 
1 in......$5.00 $4.00 $3.50 


$3.00 $2.50 Boot and Shoe Recorder up to noon on Monday of week of 
2 in......10.00 8.00 7.00 6.00 5.00 


re answers to come in care 
8 in......15.00 12.00 10.50 9.00 7.50 
4in 20.00 16.00 1400 12.00 10.00 oe Eee 
Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 


vertisers re 
their address, an word of the address must be counted in _- 
advertisement and paid for accordingly. When di 























—_——— 


SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED 


An established manufacturer of men’s high grade shoes is starting a factory 
to make men’s dress welts to retail at $5.00 with all the style, lasts and fitting 
qualities of the high grade line with about twelve styles all carried in stock. 
“Also six up-to-the-minute styles in boys welts on high grade lasts at popular 
prices. This line will be a winner for the right salesmen. 


Only salesmen who can show successful selling records and established trade 


in their respective territories will be considered. 
Give full particulars in first letter. 


Michigan, Minnesota, Colo- 
rado, Kansas, Nebraska 


Territories are open. High cali- 
bered salesmen with established 
trade will find this an unusual op- 
portunity to connect with a pro- 
gressive organization, specializing 
in women’s up-to-the-minute nov- 
elties retailed from $4 to $6. 
Every style carried on the floor 
in large quantities. Liberal com- 
mission arrangement. Will not 
object if carried in connection 
with another non-conflicting line. 


Address B-940, care of Boot & 
Shoe Recorder, 207 South St., 
Boston, Mass. 





Choice Central Western territories open. 


Address B-939, care of Boot & Shoe Recorder, 189 W. Madison St., Chicago, III. 











Two high grade specialty salesmen to take on an estab- 
lished medium priced line of women’s McKays and 
Welts to sell large city trade. Unusual opportunity for 
the right parties to earn big money. Do not take time 
to write. 


Apply in person, 500 West Superior St., Chicago - 








A Real Salesman for a Real 
Good Line 


To cover Southern Territory. Women’s 
high grade turns to retail at $10.00 and 


$12.00 and up. Algier Shoe Mts. SALESMEN WANTED , 

ee ae To sell dealers fast selling line of W ed 

> Bs women’s, misses’ and children’s novelties, Sa esman ant 
for immediate delivery, on commission f 

basis. If you are a real live salesman or 

and desire a connection really worth 

















Salesmen Wanted 


to sell exclusively our line of 
Wemen’s comfort and style turn 
shoes of Black kid and patent 
leather in North and South Caro- 
lina. Good opportunity for the 





right man. Must be in a position 

to start working at once. 

Ault-Williamson Shoe Co. 
Auburn, Maine 








ALESMAN with established trade in Mon- 

tana, Washington, Oregon and_Idaho to sell 
on seven as cent commission, Misses’, “chil. 
dren’s and Infants’ Turn Shoes to Retail 
Trade. References necesary. Edward H. 
Kennedy, 9 Furnace St., Rochester, N. Y. 





ALESMEN to sell side line all leather flexi- 

ble turns 1/5 and stitchdowns 2/11; Geputer 
priced quality shoes in stock. Give ‘full 

ticulars. 7 per cent commission. Maize See 
Con 420 St. PP aul, Rochester, N, Y. 


while, address B-933, care Boot 
and Shoe Recorder, 207 South 
St., Boston, Mass. 


SALESMEN WANTED 
Experienced men with following to sell 
factory line of women’s novelties on com- 
mission basis. In-stock Department. Side 
line arrangement considered. This is an 
portunity worth applying for. Ad- 
deess B-932, care Boot and Shoe 
3 Recorder, 207 South St., Boston, 
ass. 


SALESMEN WANTED—Real producers in 
the following territories — = io, Georgia 
and Florida, Arkansas and a, Missis- 
Kentucky and Tennesse, New York, 
wee ew Hampshire, Vermont and Maine, North 
Carolina and Iowa. We are manufacturers 
of one of the oldest work shoe lines, 
quality shoes, big commission paid to the 
right man—only live wires need apply. Ad- 
dress B-888, care Boot and Shoe Recorder, 
189 W. Madison St., Chicago, Ill 





SALES MAN—Experienced shoe salesman to 
represent = established shoe manufacture 
of a line of Ladies’, Misses’, Children’s, eve 
and Little Ree, medium priced McKay shoes. 
Carry as a side line on commission basis, in 
any part of - & A. Must furnish best of 
references, Apply by letter, giving age and 
——. Philip Schneider hoe Company, 
328-332 N. Jefferson St., Allentown, Pa. 


Oklahoma and Texas 


We have an opening for an experienced 
salesman to sell 
from $4.00 to 
established trade with the larger and 
well rated retail shoe accounts in these 
two states. Line is among best known 
in the country. State fone connections, 
references and quote results for past 
three years. Commission and drawing ac- 
count. Address B-930 care Boot 
and Shoe Recorder, 207 South 
St, Boston, Mass. 











If you-are a producer, work your 
territory close, have established 
trade in the following states: 
Georgia, Florida, Alabama, Louisi- 
ana, and New England, communi- 
cate with the Ramsey’s Incor- 
porated, immediately. We have 
established trade in this territory, 
and the fastest selling line of 
dress, play and school shoes on 
the market. All of our shoes are 
made by a patented process. Lib- 
eral commissions. First letter, ter- 
ritory covered in detail, present 
connection, etc. 


RAMSEY’S INCORPORATED, 
347 Rider Ave., New York City 














February 6, 1926 


BOOT AND SHOE RECORDER 














~~ SALESMEN WANTED 





POSITION WANTED 


POSITION WANTED 





S \LESMAN Wanted—For the states of Iowa 
and Illinois (omitting Chicago) and Kansas 
City, Mo., and also certain points in Wis- 
consin, to sell well established and _ well 
known line of women’s medium priced McKays 
and welts. There is already a nice established 
business in this territory. Will only consider 
men of some experience as salesmen in this 
territory. Send complete references, amount 
of sales, and working arrangement desired in 
first letter. Address B-937, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 


















WANTED—Salesmen with established trade 
to carry our line of Pacs, Cruisers, Log- 
gers and Work Shoes, about 15 numbers, 8% 











commission, in Colorado, Wyoming, Utah, 

Northern California, Northern Minnesota, 

Arkansas, Oklahoma, Texas, Kentucky and 

Tennessee. Line ready March 1. Give experi- 
— ence and references. Address B-938, care 

Boot and Shoe Recorder, 189 W. Madison St., 
= Chicago, III. 


= 











REAL Opportunity—Progressive organization 
specializing in women’s snappy line of 
novelty footwear to retail at $3.00, $4.00 and 
$5.00, wants real live wire salesman with 
established following. Six per cent straight 
commission, payable monthly. Give references, 
age, amount of shipments and full informa- 
tion in first letter. Southern, Middle West 
and Western States open. Specialty Shoe 
Company, 1422 Washington Ave., St. Louis, 
Mo 












GIDE Line Salesmen Wanted—New England 
and other Eastern territory. Credit present 
customers to new men. Attractive line house 
Moccamne—Gtapess short line samples. Good 
commission, ooleather Mfg. Co., 309 Bridge 
St., Salem, Mass. 
















you under no obligation. 
Boston, Mass. 


WOULD MY SERVICES BE OF VALUE 


To a New England Manufacturer who does not bave a SALES PROMOTION and ADVER- 
TISING advisor but who desires a service of this kind from a man who has had unlimited 
experience in the shoe field and does not handle conflicting accounts. 
Address B-920, care Boot and Shoe Recorder, 


A letter will place 
207 South S8t., 











Position Wanted 


Accountant (young woman) 
seeks position in New England. 
Has had entire charge of ac- 
counts and costs of shoe manu- 
facturing firm, but conditions 
over which she has no control 
make change necessary. Fine 
record of service and ability. 
Best of references. Address 
B-936, care Boot and Shoe Re- 
corder, 207 South St., Boston, 
Mass. 











SHOE Buyer and Manager—eight years’ in 
that capacity with one store. State Street 
experience also; wants connection with live 
store in Chicago or vicinity. Address B-934, 
care Boot and Shoe Recorder, 189 W. Madison 
St., Chicago, I 


PANISH-AMERICAN Shoe Salesman for 

South and Central America. What have 
you to offer? Address B-921, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 








A MAN of creative ability, with 25 years’ 
experience in the retail shoe business in 
Germany and America wants a better oppor- 
tunity than his present assistant managership 
in a chain shoe store offers. Knows best 
systems of store management for high-grade 
stores, window trimming and advertising. A 
nominal position in a store, department or 
wholesale, preferably in New York City, would 
be satisfactory. Best of references. Address 
B-927, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 














LINE WANTED 


LINE WANTED 








ALESMEN to carry as side line a few 

numbers of high grade stitchdown shoes 
and oxfords to the retail and department store 
trade on commission basis. State experience, 
and territory covered, and line now carried. 
Address N-526, care Boot and Shoe Recorder, 
239 West 39th St., New York, N. Y. 















ALESMAN wanted for Michigan, Indiana, 

Illinois and Wisconsin, excepting Chicago 
and vicinity, to sell a nationally known and 
advertised line of popular price men’s shoes. 
No one will be considered who has not 
travelled for several years in this territory. 
Address B-922, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 

















RETAIL Shoe Salesman wanted, experienced, 
in college town, young man _ preferred. 
Address N-527, care Boot and Shoe Recorder, 
239 W. 39th St., New York, N. Y. 











ALESMAN Wanted—To sell a_ well-known 
and medium high-grade line of women’s 
McKay’s and welts in the States of Minnesota, 
North and South Dakota and part of Wis- 
consin, Wehave a _ certain amount of 
established business in this territory and will 
only consider men who have already travelled 
this territory. When writing us your first 
letter be sure to give references which we 
can use at once, and the amount of your sales 
for the past few years. Address B-943, care 
Boot and Shoe Recorder, 207 South St., 
Boston, Mass: 























E,SPERIENCED Salesman Wanted for Boston 

‘ house to sell in-stock line of Men’s Popular 
priced welts, men’s Work Moccasins, Boy’s 
and Little Gent’s shoes, Infants’, Child's, 
Misses’ Stitchdowns and McKays. Can take 
either part of the line or complete line. If 
interested in complete line must have a car. 








Referemces required. Address B-923, care 
Boot ~ Shoe Recorder, 207 South St., Bos- 
ton, Mass. 











SALESMAN wanted for Nebraska and 

Kansas by middle west factory making 
specialty line featuring Arch Support shoes. 
Address B-924, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 











«(OLD MARK” ladies’ full-fashioned hosiery, 
_ “only four numbers; side line. Must have 
following among best shoe stores through the 
country. Commission only. Address B-925, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 













ANTED—Side line salesmen for men’s in- 
stock five dollar retailers. Dress styles 
direct from manufacturer. Write giving ex- 
perience, territory and present line. Metro- 













politan Shoe Co., Whitman, Mass. 





WANTED 


Factory Line of Men’s, Boys’ or Women’s Popular priced Shoes, with an In-Stock Dept. 
By Small Specialty Wholesalers with Road Salesman in New England and Salesroom and 
Office Location, on the Street Floor in the Heart of the Boston Wholesale Shoe District. 
Am also in a position to carry a Manufacturers Stock on the Floor for Direct Selling to 
Retailers on a commission or some other workable basis. 

& Shoe Recorder, 207 South St., Boston, Mass. 





Address B-935, care Boot 








WANTED—By a salesman of experience and 
ability a good line of Shoes or Rubbers 
for western Massachusetts territory. Address 
B-942, care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 





EXPERIENCED shoe man has a good loca- 
tion in a thriving Ohio town of twenty 
thousand; desires to connect up with a chain 
of stores. Best references. Address B-941, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 


WANTED—Woman’s novelty poovies priced 
shoe line or general line for North and 




















FOR SALE 


OR SALE—Oldest established shoe business 

in the Northwest, located in heart of large 
coast city. Store for lease, long term or for 
sale. Address Russell E. Sewall, 1125 Yeon 
Building, Portland, Ore. 


‘OR SALE—Shoe Store—Southern Indiana. 

County seat. Clean stock. Invoice with 
fixtures eight to nine thousand—lease in room, 
Reason for selling. Address B-926, care Boot 
oad Shoe Recorder, 207 South St., Boston, 
Mass. 























South ye among . tem — ~—_ 
tion Address -931, care oot and Shoe 
° 2 OR SALE—Shoe Store, town 15,000, central 
Recorder, 207 South St., Boston, Mass. “Nebraska. Fixtures ‘$400.00. Stock in- 
ae os $5009.96. wees wate etamnee. 
money maker. ery low overhead. Address 
HELP WANTED N-525, care Boot and Shoe Recorder, 239 W. 
39th St., New York, N. Y. 
FOR RENT 
WANTED FOR RENT 
Young man, as associate in styling 


men’s shoes for Middle West Manufac- 
turing concern. Write age, education 
and experience. Address B-945, 
eare Boot and Shoe Recorder, 
207 South St., Boston, Mass. 














FOR SALE 








FOR SALE 


Old Ustablished Shoe Store in live 
county seat town in Ohio. One Hundred 
per cent location. Trading population 
50,000. Stock clean and invoiced to 
attract quick buyer for cash. For par- 
ticulars address 
and 
St., Boston, Mass. 











FOR SALE—Late model Foot X-Ray; will 
sacrifice at great loss. ick action neces- 
ueen Quality Boot Shop, 4610 Sheridan 


sary. 
hicago, Ill. 


Road, 





100% Richmond Va., 100% 
STORE OR DEPART- 
MENT FOR RENT 


This space is in the heart of Rich- 
mond’s finest retail shopping center, being 
surrounded by our leading men and 
women's shops. Just a few feet from 
our largest transfer center, also adjacent 
to our leading theatrical district, is a 
24 hour a day stand and ideal for 
women’s ready-to-wear Jewelry, Shoes, 
Boy's Clothing or Furnishings, Radio or 
most anything in the men or women’s 
line. Possession immediately, long lease, 
low rental. Excellent opportunity for 
any live and progressive firm with - 
tunity for many turnovers yearly. OTPOR 
FULL INFORMATION WRITE 


GORDON E. STRAUSE 
Broad at Seventh, 
Richmond, Virginia 
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FOR RENT FOR RENT MISCELLANEOUS 








FOR RENT wag - 
e é 9 . * Y 
Plumb in the Center of New York’s Shoe District! FIXTURES 


A first class sales office and display room in the heart of the New York Mad: by 
shoe district. Will rent this exceedingly desirable space for one substantial © 


line or to two non-competitive houses. For details address 5 ll & 5 


B-944, c/o Boot and Shoe Recorder 933 Arch St. 
239 West 39th St., New York City, N. Y. PHILADELPHIA 


ews 














Are Business Geiters 











. 
Are stat a laa ae ee 


MISCELLANEOUS MISCELLANEOUS 














CUT STEEL 
BEADED BUCKLES 


and 
Every Type 
of 
Rhinestone 
Buckles Improved Featherweight} 


d 
Ome... J ICE-CREEPER 





Exclusive Designs 
Reasonable Prices 
Wide Variety 
Send for sample selection 


PumapetpHia SHoe Novetty Co. CHURCHI 
Manufacturers Thorndike Street, \ 
1210 Ne. 7th St., Philadelphia, Pa. Lowell, Mass. 


The big H-W line 
IDEAL ROLLING - , of shoe store chairs 
LADDERS ae covers all seating 


are : - 7 = 

25% Cheaper 4 needs. Investigate 
Guaranteed our free seating 

made for 40 years ° 

by the original in- service, 

ventors. 

Made in all styles 

to suit any shelving 

condition. 

Get our prices before 

placing your order 























ia 


fr 


Write for Catalog 
®uccess Furniture 
St. Louis 


Hi 
i 


: Ht 





7 


i] 








i) 
T 
i 





iit 
J 
a 
t 
i 


¥, 


ult 


ui 
Hh 





piem- 


} 
. vat WEE 


4 


Baltimore, Maryland Les Angeles, Calif. 
* Boston 45, Mass. New York, N. Y. 
Milbradt Buffalo, N x. Phliedciphte, Pa. 
° jicago. inois Portlan Oregon 
Manufacturing Co. Kansas City, Mo San Francisco, Cal. 


2416 No. 10th Street St. Louis, Missouri 
ST. LOUIS, MO. 


, HOE CARTON 
arc) i pAnON 


AND 
Made Only of ABE LS 
for all lines ; L ze excl 5 EE se Wade | ; : : ; f 
we aesiqn anda print Most 


IMMEDIATE \d PRICE-SERVICE-QUALITY 














7 


SHIPMENTS e THAT SATISFY c used by the ShoeTrade 
Send fir Catefog * fae omplele sel of samples on request 


Tg Oscar Onnxen Co 7 
i || eee sil 
ees 8 ABEL S Eee Wyt/ 
not mere SE 
Metal Natures or Cases 63-27% LEXINGTON AVE 0) ee. iL 


TONKEN | ee 





BBO 
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Bloom-Langer-Lippman 
Opens New Store 


Anybody passing 204-10 Essex 
Street, Boston, on Monday, Feb. 1, 


FOR RENT WANTED TO PURCHASE 


STORE for Rent—Schenectady, N. Y. Won- 
derful location for popular price ladies’ and 
Store 16 x 110 feet with 
In heart of 








children’s shoes, 
modern double show windows. 











shopping district next to department store. 


Building just completed. Rent $350.00 


month. Apply Louis Gold L Gaeeny. 566 


Fifth Ave., New York City, N. 








FOR LEASE 





T?2 Lease Shoe Department, on main Seer, 


in well established Department Store. 


easily do between $35,000.00 to $50,000. 00 shoe 
Percentage Picommun 
communi- 


business annually. 
Size of store 87 x 80. Address al 
cations to Schwartz’s Department Store, 
quesne, Pa. 


CASH PAID 


for entire shoe stocks or surplus stocks 
of shoes or other Any 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 
622-624 Broadway, New York, N. Y. 
Phone Spring 1443 














MISCELLANEOUS 





CASH PAID 


for shoe stores or surplus stocks of 
rchandise. Leases 


shoes or for other i 

taken over. We will send a repre- 

sentative to ~* rece and make 

offer upon request. 

Kalter Cerf. Mercantile Co., Inc. 
591 ee New York City 
Phone 5160-5161-5162 





























Made to fit right on a one strap shoe 
or suitable for manufacturers to use 
in place of a one strap. 
Price to retailer—75 cents per pair 
Supestes Shoe Ornament or 
588 Howard Ave., Brooklyn, 











THE NEW YORK EXPORT 
PURCHASING CORPORATION 
596 BROADWAY, NEW YORK, N. TY. 














MISCELLANEOUS 




















WANTED TO PURCHASE 








FOR CASH 


We offer cash for surplus shoes, slow 
+ ay cancellations. 














Metal Shoe Fitting Stools 


and Floor 
* Mirrors 


Ne. 141 


Catetos THE CHICAGO 
WIRE CHAIR CO, 


621 N. La Selle Street, Chicage, Ml. 








would very likely have received the 
impression that a new flower shop 
was just opening there—that is, 
until he read the newly lettered 
windows which explained that this 
was the new honie of Bloom-Langer- 
Lippman Co., specialists in shoe 
novelties and jobs. Despite the very 
stormy weather, the new store was 
crowded all day with friends and 
customers who came to wish Abe 
Bloom, Sam Langer and Jimmie 
Lippman good luck and to congratu- 
late them on their new home. About 
120 telegrams, in addition to the 
flowers, were received from cus- 
tomers and friends all over the 
country. 

The new store is one of the finest 
of its kind in the United States. 
Nothing seemingly has been over- 
looked in the way of customer con- 
venience or for the comfort of the 
employees. The lower floor is given 
up to private offices for the three 
members of the firm and a broad 
main corridor runs from front to 
back, off of which are two spacious 
and finely equipped sample rooms 
giving ample opportunity for 
prompt customer service. The two 
floors above are devoted to stock. 


Menzies Shipments Break 
Records 


The Menzies Shoe Company of 
Fond du Lac, Wis., reports ship- 
ments during December of 
$284,053.80. This compares with 
shipments of one year ago of 
$266,902.32, making a net gain in 
shipments of $17,151.84 for the 
month of December over one year 
ago. During 1925, shipments 
showed a gain of 26 per cent over 
the figures for 1924. The new line 
of samples is now in the hands of 
the sales force. Although the men 
have been out only a short time, 
orders breaking all records for this 
time of year already have been 
received. 


Mrs. Lattemann Dead 


Mrs. John J. Lattemann, wife of 
the head of the John J. Lattemann 
Shoe Company, Brooklyn, and mother 
of Justus and Henry Lattemann, died 
last Sunday, Jan. 31, and was buried 
on Wednesday, Feb. 3. The Latte- 
mann factory was closed the day of 
the funeral. Mrs. Lattemann was 
about 75 years of age. 
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MERRY-GO-ROUND 
SHOE SHOP 


Patent Applied for 


Orders Being Booked for Installation 
Before Easter 


This trade building, time-and-space-saving fitting fix- 
ture has effected a marked increase in the sales volume 
and efficiency of the children’s shoe departments in 
many prominent stores throughout the country. Get 
the facts on this now. Orders for Pre-Easter installa- 
tion are piling up. Sold to only one store in a trading 
community. 


Write Today for Special Offer on 
Orders Placed Before February 20 


Zoo Shoe Display Fixtures 


of three-ply wood, brightly decorated in lacquer. 
the children and please their parents. 


Set of 7, f.o.b. Cedar Rapids, $35.00 


They delight 


Merry-Go-Round Shoe Shop 


CEDAR RAPIDS, IOWA 


When writing to advertisers please 


858 So. 18th St., East 
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Allsteel Safes 


OU can insure many things— 
but the best insurance willnever 
replace your business records. 


GF Allsteel Safes, tested and ap- 
proved by the Underwriters’ Labo- 
ratories, have brought their con- 
tents, uninjured, through countless severe fires. 
The Alisteel mark on office equipment is 
your guarantee of permanent satisfaction. 


Write for a copy of the GF book: ‘‘Safe- 
guarding the Vital Records of Business.” 
THE GENERAL FIREPROOFING CO.) 
Youngstown, Ohio 
Dealers Everywhere ¢ Canadian Plant: Toronto, Ontario 









































= Attach this Coupon to your firm ettehad 


The General Fireproofing Co., Youngstown, Ohio 
Please send me without obligation a copy of your book, “Safeguardi 


ng 
the Vital Records of Business.” B&SK 


Street 
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REPCO STRETCHERS~ 


Standard Equipment 
In Every Good Shoe Store 






iiiitises COMPLETE stock of Repco 
STRETCHERS is a distinét asset 


A to every shoe store. To have 


eMiHHME 51] sizes of stretchers is al- 

















most as essential as a full run of sizes of 
a staple shoe. 

Many a new shoe needs a little easing 
out or breaking in to conform to the 
individual peculiarities of the buyer’s 
foot. The Repco STRETCHER saves the 
foot this inconvenience. The shoe mer- 
chant will find that the use of a Repco 
STRETCHER in a new shoe will give the 






Repco STRETCHERS are 
made in nine sizes, from 
No. 000 to No. 6. Corn 
and bunion plates are sup- 
plied with every stretcher 


customer more initial satisfaction and 
promote quicker and easier sales. 
Repco STRETCHERS are carefully made 
of the finest of materials that can be put 
into this type of accessory. The wood is 
fully seasoned rock maple and the blocks 
are connected by a strong steel hinge. 
The action of the stretcher is easy and 
dependable, made possible by the simple 
mechanism of a toggle joint and slow 
action thread screw. Arrows that get 
out of place or springs that weaken with 
use are absent in the Repco STRETCHER. 


Look over your stock of stretchers today. Let your nearest 
Finpincs DEALER supply the sizes you need 


United Shoe Machinery Corporation, Boston 


San Francisco Branch: 859 Mission Street 


J. K. Krieg Company, 39 Warren Street, New York City 
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When writing to advertisers please mention Boot anv Suoz Recorper 
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Are the Hosiery Manufacturers 
really Doing their Best? 


AS it ever occurred to you how much 

alike in principle are the two totally un- 

like in purpose businesses of hosiery making 
and newspaper publishing? 


Just as the yellow journalist will attempt 
to justify his methods by the excuse, “it’s the 
kind of news the public wants’”—so, the cheat- 
ing hosiery manufacturer will try to blame 
his derelictions on the few dealers who are 
willing to foist half-good hosiery on the public. 





If the time ever comes when Everwear is 
forced to believe that the real hosiery mer- 
chants prefer poor quality to the legitimate 
article, Everwear will go into some other line 
of business. 


Everwear is doing its best to produce not 
the largest volume of hosiery but hosiery that 
is right in every particular. Everwear does 
not feel that it is fair to substitute forcible 
stretching on hot sizing forms for needed 
material simply because neither the dealer 
nor the wearer is present to check up. 


If every hosiery dealer required every 
hosiery manufacturer to adopt Everwear 
standards, the worry about the inroads of 
“made for peddlers” hosiery would quickly 
vanish. May we send you samples of the new 
Everwear spring line—the colors, like the 
material and workmanship, are simply won- 
derful. 


THE EVERWEAR HOSIERY CO. 


Pioneer Makers of Quality Hosiery 
for Men, Women and Children 


Milwaukee, . . U.S.A. 


We are told that this beautiful 
Everwear counter or window 
display is one of the most u- 
usual things of its kind ever pro- 
duced. Two famous artists col- 
laborated in its preparation. It 
is lithographed in ten colors and 
can be illuminated or not 4 
you prefer. Write us about it. 
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Through Your Windows, Over Your Counters 
Tell the Story of Bi-Spun Hosiery 


See the strong, 2-page, 
2-color advertisement 
in the 
Saturday Evening Post 
March 6th 


HERE is a mighty big over- 

the-counter story in the bi- 

spun models of Tru-fab ho- 
siery, which every salesperson in 
your store should know, and be pre- 
pared to talk about to customers— 
just as we are telling it in the Sat- 
urday Evening Post and Vanity 
Fair. 


For here is a process, the result 
of 22 years of manufacturing expe- 
rience, which produces a new type 
of hosiery for men. Far more dura- 
ble. Far better value. Far more 
attractive in every way. And all 
because Tru-fab is made from bi- 
spun yarn and finished on special 
machines. 


You should not be satisfied merely 
to show patterns and colors, nor to 


uJ 


let the customer learn only of the 
evident perfection of the hosiery. 
You should insist that every sales- 
person stress the hidden durability 
—invisible reinforcement through- 
out the whole of every pair—which 
is made possible by this new and 
exclusive process. 


We will be glad, indeed, to give 
you the full details so that you may 
pass the information along. Per- 
haps the whole story is a bit tech- 
nical, but the results are what count, 
and your staff should know about 
them. 

Let us know if you want the 


facts more completely, and 
we'll gladly send them to you. 


CLIMAX HOSIERY MILLS 
Athens, Georgia 


“HOSIERY. for All Men... 
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Hosiery 


for men, women and children 


Underwear 

Spring needle knit — athletic 

style for men and boys only 
© A. A. Co. 


Style No. 895 


advertised in February Magazines 


Display it now—let them know you have 
the special style they are reading about 


ECENTTLY we asked women motor- prevent garter runs when you let out the 
ists what they most wanted in asilk clutch or jam on the brakes. 
_ Jean ctic: r¢ ‘ 22 > ’ mm 
tse Face all asd oom PNT yu have Sle No. 895 in sock, 
play it in your windows now. Instruct sales 
Because, they said, getting in and out of a people to mention its extra elastic top, for 
car, operating the clutch and brakes, putsan women who drive a car, or who are in 
extra strain on this part of the hose. clined to stoutness. 
So here is . silk etre hose that fits this If you haven’ t this specially advertised style, 
need. The top - highly mercerized lisle. write us for samples and color swatches. 
Knitted for special elasticity and perfect fit. 
This means real comfort. It also tends to THE ALLEN-A CO., Kenosha, Wis 


- pw Full-fashioned, regular weight ser- 
0. SI5 85 vice hose, pure thread Japan silk. 
Extra elastic top, soles, heels and 

usually sells for the pair toes of mercerized lisle. Dip-dyed, 


unadulterated. In all shades. Price 
$14.25 dozen. 
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The Best Advertising 


The best advertising for any store 
is “word of mouth” advertising. 
The only way to get this invalu- 


able commendation of one woman to dl, 
another is to deserve it. OT OTV 
It is well to remember that a sale - : 

; HOSIERY 


is not completed until the goods 
bought-have been consumed. 

Long after you sell a pair of stock- 
ings the consumer is still testing those - 
stockings and judging their value to 


her. 
If satisfied, she will tell her Style seats 
To assist women in select- 


friends and will come back to you ing the right color combina- 


tions, we are now preparing 
. . : he Spi Fashion Booklet, 

for other purchases. Her continued oa a 
shades th fashi decrees 
approval of the store that sells de- mg ian and peony "for 
sport, street and afternoon 


pendable merchandise is the sub- costumes and evening gowns, 


with the cerrect hosiery and 


SS 
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Spring Hosiery 


SS 


, 
th 
Y 


stance upon which a successful busi- Snub chose bockiete a: the 
. . hosiery counter, the  sales- 
ness 1S built. person may quickly assist her 
A ‘ customer in selecting exactly 

. S the right shades. These 
Quality merchandise as standard booklets have been invaluable 
aids in suggesting the pur- 


as Gordon Hosiery is the backbone chase of more hosiery. 


This authentic style book- 


of the success of any store. The let will be ready about March 


Ist and will be sent free to 


be ead 


= 


any merchant who will write 


public acceptance of that store as aig 
“reliable” is fixed. ‘The favorable 
word of mouth advertising of that 
store grows and becomes a tradition. 
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BROWN DURRELL COMPANY 
GordonHosiery - Forest Mills Underwear 


New York Gordon Underwear — 


11 West 19th Street 104 Kingston Street 


SS 


—=— 
—S 3s 








—— 


= = ———_———— - 7 —,- , ¥ ,- > 4 a — —~— 
ee ee en i ne i el Co FEV VVTeVSeeee ee ee eee SS See eee’ = = = 
CSS SSSSSESSSSS SSS = RY - = SS ee Se > ~P 


id 


7, 


Issue of February 6, 1926 





HOSIERY SECTION Boot and Shoe Recorde, 


The Twin Tapering Lines of 
The “Pointex’”’ Heel that Work 
Such Miracles with Ankles 











NE family out 

of every two will 
be reached by “Onyx” 
advertising in the big 
national magazines. 
This big dominating 
truth will be broadcast 
—“Onyx Pointex” 
stockings add grace 
and slenderness to the 
ankle. 





These two photographs avreof the same modelthough 
not of the same stockings. ote for yourself the 
added gracefulness that “Pointex’’ suggests. 


VARTA A TATA Z VDIOD 
hs Lhnhbahnlinkinlii Ladatedidiatatetedltlted tee CZZ ZEEE } 


“Onyx’’ Advertising 
~<—The tapering lines of the ‘‘Pointex’”’ Heel suggest 











for 1926 appears in 


Delineator 
Designer 


Lx NS SSNS OO SEeeeeeeeeeeeeeeeeeds 


tapering lines in the ankle. 


OINTEX” does not merely 


than a mere stocking heel. 


CLOTHE the ankle in silken 
loveliness. It beautifies it. Adornsit. 
Gives it smartness, trimness, grace. 

“Pointex” is the only NEW 
distinctive style feature that has 
been developed in hosiery in re- 
cent years. It is something more 


Woman’s Home 
Companion 


Ladies’ Home Journal 
Vogue 
Photoplay 
Saturday Evening Post 
Liberty 
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NYX 
** Pointex”’ 


REG.U.S.PAT.OFF.. 


Made in all the standard colors 


No. 255—“‘Onyx Pointex”’ service weight 
with lisle top and sole . . 

No. 355—“‘Onyx Pointex Sheresilk”’ with 
lisle top and lisle-lined sole . 


155 — “Onyx Pointex”’ 
weight, with lisle top and sole 


ss. 50. No. 


“Onyx’’ Hosiery Inc. Manufacturers 


© 1926 


medium eo 50 


a veritable worker of miracles in 
making ankles look their best. 

What is more natural therefore, 
than that this strongest of all sell- 
ing appeals should form the basis 
of “Onyx” national magazine ad- 
vertising for 1926? 


Hosiery 


No. ea Pointex”’ service weight, 
all si 

No. 450—“Onyx Pointex rel 
chiffon weight, all silk.. . 


New York 
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Ten Merchandising Ideas Bring 
300 Per Cent Increase 


HE December hosiery sales 
Time of all the French, 

Shriner & Urner shoe stores 
throughout the United States in 
1925 was three times what it 
amounted to during December, 1924. 
The increase in hosiery sales volume 
during the year, while not quite so 
great, was steadily progressive up to 
the December maximum from last 
January on. The number of pairs 
of men’s socks sold in the leading 
New York store of the French, 
Shriner & Urner retail chain dur- 
ing December was larger than was 
the number of pairs of shoes 


By Phillip Campbell 


modestly dubbed buyer of hosiery 
and findings, for the entire store 
system of French, Shriner & 
Urner. 


INE years ago he was a shoe 

salesman for the house, working 
in its leading Manhattan store, 504 
Fifth Avenue at 42nd Street. Please 
note that he was then just where 
many thousand other shoe salesmen 
are now and, in effect, where many 
store owners are, too, because plenty 
of shoe retailers, with their own 
stores, today actually are, and know 


themselves to be, just sellers of shoes 
in their essential capacity. 

But he differed from most other 
shoe salesmen — as well as from 
many merchants—in having a bug 
on hosiery. He liked hosiery as a 
merchandise, and he had a peculiar 
knack of selling it. His boss, Em- 
mett Byrne, who is now traveling 
the South for the Banister Shoe 
Company of Newark, N. J., was 
another hosiery fan, and he, as the 
Fifth Avenue store manager, was 
allowed latitude enough to do all the 
fanning he liked within reason. 

Those were the dear, old, 
virtuous, conservative days of 








sold. The French, Shriner & 
Urner hosiery sales have been 
increasing right along for 
several years past; but the 
really astonishing momentum 
has been gained mainly dur- 


Why French, Shriner and Urner 


Stores Sell Oodles of Men’s 
Half Hose 


shoe retailing, when any 
very radical breaks in mer- 
chandising left the guilty one 
apprehensive of some such 
sentence as is imposed for 
banditry now—say, a cordial 


ing the past 18 months. 

The man who has_ been 
chiefly responsible for it says 
that other shoe stores, not ex- 
cepting regular family stores, 
can apply his merchandising 
principles quite as effectively 
to their trade. In view of all 
that he has accomplished, this 
dictum may appear somewhat 
optimistic. Nevertheless, a 
mighty gratifying measure of 
his results ought to come 
from an intelligent adapta- 
tion of his ideas to the hos- 
iery merchandising of any 
shoe store, certainly in men’s 
hosiery, probably also in 
women’s. Let’s take the man 
first : 

He is Frank O. Hale, now 
hosiery merchandise manager 
in reality, although more 











1—They make sure of their quality, but first, 
last and all the time, they buy patterns. 

2—They try to change their hosiery displays 
daily. 

3—They display hosiery in the windows and 
inside the store. 

4—They price in plain figures. 

5—They have hosiery cards and make them 
as attractive as the hosiery they adver- 
tise. 

6—They concentrate on few prices. 

7—They sell shoes first—then hosiery, unless 
the customer asks for hosiery only. 

8—They never “duck” the woman who comes 
in with a man, as they know that she is 
likely to be the determining influence in 
the sale. 

9—They clear out completely at the end of 
every season. 

10—They sell in bunches by advertising reduc- 
tions on three-pair lots. 








slap on the wrist and release 
on parole. The Fifth Ave- 
nue store, like the other F, 
S & U stores, thought itself 
greatly daring in exhibiting 
plain blacks and a few more 
solid colors to a hosiery indif- 
ferent world. Mr. Byrne, 
about 1917, took his nerve in 
both hands and risked penal 
servitude by displaying a lot 
of men’s fancies, a shocking 
revolt against every tradition 
of the shoe business, hardly 
yet convalescent from the out- 
rage of being tempted to sell 
any hosiery at all. 

Now, this young fellow 
Hale, besides being one of the 
floor -salesmen, has sort of 
inched himself into the usual- 
ly unwelcomed job of window 
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dresser. At sight of those gaudy 
socks Byrne had secured, he grabbed 
a bunch of them and started for the 
elegant, dignified window fronting 
on elegant, dignified Fifth Avenue. 
Over his shoulder he glanced inquir- 


















































gee 2 


ingly at his temerarious boss, who 
nodded slowly, as he said: 

“Hop to it, Frank. We may as 
well be hanged for a sheep as for a 
lamb.” 

That was the beginning of the 
French, Shriner & Urner principle 
for selling hosiery—show the goods. 
And how that young fellow Hale, 
in the refined and exclusive Fifth 
Avenue store, did show them! The 
window wasn’t near enough for him. 
He instituted a neat little private 
snap in the display line which, open 
though it was to the other salesmen, 
inured mostly to his benefit, no 
doubt because he most sedulously 
cultivated its possibilities, 





N the show case at the entrance 

to the store, Hale laid out a few 
examples of the most eye-catching 
hosiery in stock, whenever he sold a 
man a pair of shoes, he accompanied 
him attentively to the door. And 
just at the door, he flicked a glance 
or waved a hand at that arresting 
group of patterns. Then he sold 
that man some socks. 

These now ancient ruses and de- 
vices served their turn admirably 
under the conservative, not to say 
medixval conditions of shoe store 
hosiery selling then _ prevailing. 
They kept the modest hosiery de- 
partments alive and growing, for 
one thing. For another, more im- 
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portant, they pointed the way to 
later originalities and expansions. 
Hale, under the supervision and en- 
couragement of a sympathetic store 
manager, was serving his appren- 
ticeship to hosiery, making ready to 














This picture shows how the judicious display of hosiery brings it forcibly 
to the attention of the customer 


be a real merchandiser. when his 
chanee_ should come. 


T came a year or so afterward, 

when Mr. Emmett became the 
firm’s wholesale representative in the 
South and left Hale as his successor 
in the Fifth Avenue store. The new 
manager lost no time in hunting 
more novelties—in silks, of course, 
because they were the only lines 
available. No sooner did the wool 
novelties appear than Hale jumped 
at them and his window in Fifth 
Avenue flared with them. 

The lease there expired in May, 
1922. The store was removed to 
350 Madison Avenue, at 46th Street. 
Hale adhered to his Fifth Avenue 
methods, only more so. He priced 
higher and spread wider. His Fifth 
Avenue prices had been 75 cents to 
$2 for silk socks; $1 to $2 for wools; 
$3 and $4 for golf hose. Now on 
Madison Avenue, he went the limit 
on quality and style. His silks were 
priced at $1 to $2.75. The wools 
were represented in three price lev- 
els—$1.65, $2.75 and, for certain 
exclusive novelty patterns, $4. When 
he readjusted his golf hose, he cut 
loose and soared from $4 up to $20 
per pair. 

Reckless? Not in view of the 
neighborhood and the class of shoe 
patrons frequenting the F, S & U 
stores, where $12.50 is the cheapest 





grade carried and $14 per pair rep- 
resents the popular priced article, 
If it was reckless the consequences 
were far from disappointing. With- 
in six months the Madison Avenue 
store had to lease its next door 
neighbor in order to double its sell- 
ing area, and in July, 1924, its man- 
ager, Hale, was appointed buyer of 
hosiery and findings for the whole 
French, Shriner & Urner retail 
chain, now numbering 17 stores, 
The findings include slippers, spats, 
floor rugs, fixtures — everything 
apart from shoes. This all-embrac- 
ing job gave him just the latitude 
and authority he required to work 
out his principles of hosiery sell- 
ing, as well as buying, not only in 
New York but in other big cities, 
East and West. 


URING 18 months of his super- 

vision, he has completed and ap- 
plied the merchandising plan which 
brought the immense increase in 
hosiery sales volume summarized in 
the opening paragraph of this re. 
view. Here they are: 

Buy patterns. Of course, be sure 
you are primarily buying quality, 
because nothing, no matter how at- 
tractive to the eye, can prove satis. 
factory to the wearer unless its in- 
herent quality is worth the price 
paid. And it is hosiery’s wearing 
quality that makes repeat custom- 
ers. But once certain as to quality, 
buy the most striking patterns you 
can find. The more overpowering 
those patterns are, the harder it is 
to keep them in stock. It is the re- 
served style that remains in reserve 
these days; and stocks in reserve 
are precisely the stocks a shoe store 
has no use for. 

Having bought patterns, show 
them. Show them to the limit of all 
the display space you can spare from 
your shoes. Orders to all stores are 
to change window displays of hos- 
iery daily, unless special conditions 
forbid. Whenever an F, S & U store 
has two windows, one of them hence- 
forward will be devoted to hosiery, 
flanked perhaps with some one finé- 
ing item, such as slippers. This new 
rule is the sequel to the Madison 
Avenue store’s magnificent showing 
during December, largely attributa- 
ble to the display in one of its two 
windows of hosiery in the highest 
colors and most startling patterns. 

Having shown them outside, show 
them more inside. Every F, S &U 
store is fitted inside with little, 
plate-glassed embrasures through 
which the hosiery in its vivid colors 
and striking patterns stares at the 
customer, a handsome relief from 
the blank arrays of shoe boxes o 
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the shelves. Now, as buyer of the 
fittings, Mr. Hale has installed a 
novelty that appears to be almost 
the last word in interior display of 
hosiery. He has put a rack at the 
top edge of the floor mirror in which 
customers look to see how their new 
shoes appear on the foot. Draped 
over the rack are several pairs of the 
most fetching socks. The customer 
who misses sight of them must be 
color blind indeed. 

Price your hosiery in plain fig- 
ures. Here is a shoe store chain 
of the finest quality which, instead 
of playing up aristocratic disdain of 
vulgar prices, blazons them forth as 
a claim to glory. Any retail mer- 
chant is free to take his choice; but 
in the F, S & U stores it pays. 

Make your window cards as pic- 
turesque as your hosiery. The 
ecards are designed artistically, 
changed monthly and ‘duplicated in 
all of the stores. During January 
Mr. Hale is pushing white back- 
ground half hose and golf hose for 
the Florida and Southern resort 
trade. The month’s signs are 
planned to match the hosiery dis- 
played. 


Ramage te on few prices. 
Thus, in the big volume wool 
line, there are only two prices, $1.65 
and $2.75 selected to meet the re- 
quirements of the general run of 
patrons. The $4 wools, in breath- 
taking, huge diamond Jacquards, are 
a special feature carried to knock an 
eye or two out of such high flyers as 
turn up the nose of contempt at any- 
thing below $3. 

Sell shoes. This does sound sur- 
prising, after all the talk about 
hosiery. But it is simply shoe store 
sanity. Mr. Hale never permits the 
most rabid hosiery enthusiast to for- 
get that he is working in a shoe, not 
a hosiery, store. The only occasion 
on which a salesman is expected to 
sell hosiery first is when a customer 
comes in demanding socks, not shoes. 
And that customer ought to buy 
shoes anyway. 

After selling shoes, sell hosiery. 
Note the word “after.” It means 
right afterward, the quicker the bet- 
ter. I have seen F, S & U salesmen 
so highly keyed, so sharply in the 
nick of time, that they have sold 
socks the instant the customer said 
the right shoe fit him, and they still 
had in its box on the shelf the left 
shoe of that pair. The F, S & U 
stores, as a rule, are very small, 
and salesmen are trained to avoid 
littering up the restricted floor area 
with try-ons. 

Never duck the woman who comes 
in with a man. She is usually his 
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wife, and she usually buys his 
socks. If she doesn’t, she wants to, 
so give her the chance. The ambi- 
tious heart of every salesman in an 
F, S & U store jumps with joy at 
sight of a woman coming into that 
exclusively man’s shop. At such 
a moment, even the youngest of them 
would rather feast his eyes on her 
than on his best girl. This is worth 
remembering by those grouches who 
believe a he-man ought to be able 
to buy his own footgear. 


LEAR out all hosiery when the 

season ends. Mr. Hale ships 
spring hosiery to all stores between 
Jan. 15 and Feb. 1 and does likewise 
with fall goods in August. Store 
managers are instructed to ship to 
the F, S & U stockroom in Brook- 
lyn, N. Y., all leftover stock imme- 
diately on receipt of the new, sea- 
sonable merchandise. Thus the en- 
tire country’s leftover of hosiery 
comes to hand, concentrated, twice a 
year. It is straightway assorted and 
delivered to the three local stores 
best qualified to clear it out. They 
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dates back only one month. At-the 
beginning of December, he arranged 
a group price list for bunches of 
three pairs in the Madison Avenue 
store, giving the lure of an appre- 
ciable reduction for quantity buy- 
ing, thus: Three pairs of $1.65 wool 
socks, $4.75; three pairs of $2.75 
wool socks, $8; three pairs of the 
very up-stage $4 wool socks, $11. 
It is to this group offer that he at- 
tributes mainly the phenomenal De- 
cember increase. The plan becomes 
now a permanent feature of the sales 
policy. 


INVESTIGATED the _ French, 

Shriner & Urner hosiery merchan- 
dising system primarily as one like- 
ly to provide useful hints for retail- 
ers in dealing with men customers, 
these stores selling to men exclusive- 
ly and on‘a quality basis altogether. 
But the success has been so great, 
and so many of the principles em- 
ployed embody good general merchan- 
dising, that they are given in full 
here for consideration by all shoe re- 
tailers. How Mr. Hale regards them 


Hosiery always forms a part of the window displays in the French, 
Shriner & Urner stores 


are the Brooklyn retail store and the 
Madison Avenue and Singer Build- 
ing stores in Manhattan. This rule 
has been in operation for three sea- 
sons, and every season the complete 
clearance has been accomplished 
within one month after delivery to 
the three stores. The average mark- 
down from standard retail prices has 
been 25 per cent. 

Sell in bunches. This is the la- 
test, practical discovery as applied 
to hosiery retailing by Mr. Hale. It 


is evident from his reply to my query 
on their general applicability. 

“I believe,” he said, “that these 
principles will work just as well with 
hosiery in any shoe store.” 


Back from Buying Trip 


DES MOINE, lowaA—F. W. Samp- 
son, manager of the Harris-Emery 
Down Stairs shoe department, re- 
cently returned from a buying trip 
to Chicago, Milwaukee and Madison. 
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Stull Shorter Skirts and Hose 
to Match Shoes 
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These to Be Style Highlights of Spring Openings 


HE shortened skirt length for 
Spring wear continues to en- 
gage the attention of resident 
buyers in the New York market in 
its bearings on the hosiery required 
by their client stores. To all ap- 
pearances, the subject was pretty 
thoroughly threshed out in last 
month’s issue. But the hosiery in- 
dustry, these days, includes many 
very live wires, and quite a number 
of things can come to pass inside of 
thirty days. 

One of them has been due to 
the realization, on the part of 
store buyers, that the 14-inch 
clearance, originally decreed by 
fashion for the Spring skirts, is 
liable to prove merely an incite- 
ment to rebellion by flap- 
pers, and by not a few of 
their elders who either 
have good legs or think 
they have. 


66 HAT!” they have been 
exclaiming. “Only to 
the knee, and on a tall girl be- 
low it? Never! This summer, 
the police will be the limit.” 
Not all of them, of course. 
But enough of them to con- 
stitute a group more numer- 
ous than conspicuous, in 
dresses more revealing than 
the regulation 14-inch height 
and, in consequence, just so 
much more concerned with 
the hosiery they will wear. 
And with their more discreet 
sisters, however, reluctant 
they may be to display what 
Lillian Russell once desig- 
nated as Nature’s generosity 
—or its stinginess— anxious, 
nevertheless, to make what 
showing they do make as at- 
tractive as possible. 

Resident buying deduction 
from these significant tenden- 
cies is that Spring hosiery 
will be sold in volume much 
greater than was expected a 
month ago; that quality will 
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By Camillus Phillips 


be taken in larger proportion; and 
that something or other positively 
must be done to take due care of all 
among those girls and women who 
are going to long and yearn for all- 
silk hosiery but won’t be able quite 
to afford it. 


So not a few of the resident 
buyers serving stores and spe- 
cialty shops of the better class 
have commissioned mills to 
make samples of lisle-top ho- 
siery in which the top shortens 
and the boot lengthens, thus en- 
abling the wearer to sit at ease 
mentally as well as physically, 
secure in the knowledge that, no 
matter what may happen to her 
skirt hem, a critical world will 





A very smart style—rayon plaited over lisle 


Wallau, New York City 


clock: Imported by Alex 


not discover that her all- 
silkiness doesn’t carry quite up 
to the top. 


Less particular buyers, refusing 
to consider the existence of any real 
need for such experiments, protest 
that manufacturers have made the 
lengthened boot for the past couple 
of years and that, anyway, the flap- 
per and her nearest relatives among 
short skirt wearers will do this 
Spring what they did last Spring— 
roll ’em and let it go at that. 


OTH assumptions are of dubious 

reliability. If those girls and 
women who, when they appear in 
public, definitely set the fashion 
and, by example, decide what is 
good taste, make it evident 
that the roll and the bare knee 
are simply vulgar, she will be 
a brazen hussy indeed who 
displays the smallest fraction 
of an inch of authentic flesh 
color or, if you prefer it, orig- 
inal nude. As for the long 
boot of commerce, excellent 
as it has been hitherto, resi- 
dent buyers serving stores 
that cater to the really swell 
dressers aver that _ this 
Spring’s dress styles, plus 
their exaggerations by willful 
misses, juniors and debs, call 
for something very special in 
lisle tops—such as a 24-inch 
boot, possibly more so—if 
lisle tops are to get over at 
all. 

Moral: The shoe man, 
whose relatively small hosiery 
section is just as important to 
him as the big store’s depart- 
ment is to a merchandise 
manager, will be playing 
more nearly safe if, in addi- 
tion to his well rounded 
stocks of silk hosiery, he will 
dig up some of the longest- 
boot merchandise he can un- 
earth, and then show it as 
lavishly as he displays his 
silks. 
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As for Spring colors, he may 
take it for granted that they are 
going to be almost all high and 
that, this season, womankind 
will take particular pains to 
match her footwear, in shade if 
possible, in color anyway. And 
they are going to do it early, for 
Easter comes with the first week 
of April and March weather 
need give them only half a 
chance to see them dragging 
Spring forward sharply. 
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Now, as to February, it is em- 
phatically another story—one which, 
in effect, amounts to little more than 
devotion of the next 28 days to 
clearing house in advance of 
Spring’s advent. 

By all means, get rid of goods 
bought for Winter sale, wools first, 
because this is the last chance, and 
a mighty poor one, for the selling of 
wool fancies to women or, for that 
matter, to men. Clear out next the 
Winter service weights, which are 


likely to go more slowly this Spring 
than they did last year, on account 
of the very great increase in popu- 
larity of chiffons. 

In this connection it may not be 
amiss to direct the attention of some 
shoe store proprietors to the rule ob- 
served by leading department stores 
and specialty shops, with which they 
are in competition. During January, 
all these stores take advantage of 
the now universal January Sales 

(CONTINUED ON PAGE 125) 


New Patterns Seen in Fancies 


for Men 


ESIDENT buying opin- 
ion, together with that 
of New York store buyers, ac- 
claims Spring novelties in 
men’s hosiery as something 
sure to inspire that grand and 
glorious feeling which hosiery 
jepartments consider the acme 
of bliss. These are not novel- 
ties in the restricted trade 
meaning of the word, but 
hosiery features new to the 
market. The expert buyer’s 
attitude toward them in one 
of unalloyed indorsement as 
being good sellers, both be- 
cause of their newness and of 
their intrinsic excellence. 

First among them, if less 
an innovation, are the Spring 
rayon and silk combinations 
in novelty styles, which appear de- 
signed for the especial purpose of 
putting their surprising strength in 
back of the notable rayon movement 
and sending it to the van of men’s 
hosiery, with rayon-lisle goods rein- 
forcing the drive. 

In high class stores, rayon mer- 
chandise of altogether satisfactory 
quality can be sold for $1 to $1.50 as 
against $1 to $3 for silks and $1.75 
to $2 for silk and wools. This is a 
cogent price advantage and it goes 
far to explain the estimate of Spring 
prospects made by one veteran buyer 
of men’s hosiery in New York. He 
allots to silk hose no more than 50 
per cent of the total volume to be dis- 
posed of, while rayon in combination 
with lisle should amount to 33-1/3 
per cent. The reason for rayon’s 
marked advance in men’s hosiery ap- 
pears to be identical with that which 
accounts for its sudden leap into 
favor in women’s glove-fitting under- 
wear—comprehension of the fabric’s 


hose. 


Three new imported patterns in men’s half 
There’s no limit to the variety of 


patterns 


possibilities by manufacturers and 
their enterprise in styling it to the 
limit of their resources. 

The other new features in men’s 
Spring hosiery are imports, both 
lisles. One line, coming from France, 
is conspicuous for its superior qual- 
ity and its low price. It can be re- 
tailed very profitably at $1. The 
second group, composed of lisle fan- 
cies, comes out of Spain and is re- 
garded as fully equal, in some re- 
spects superior, to the French mer- 
chandise. New York store buyers, 
and such few resident buyers as have 
seen them, are taking them eagerly 
in quantities, secure in the convic- 
tion that their excellence, at the re- 
tail prices necessary, will make them 
quick movers in any store. 

Most hosiery buyers figure on all 
fancies for the Spring, with demand 
getting under way in March—rather 
early March, weather permitting. 
The pure silks will be preferred to 
silk and lisles, while straight lisle 


goods will fall well behind 
rayon-lisle combinations. 

February, one of the dullest 
men’s hosiery months in the 
year, is looked to for little 
beyond sales conforming to 
customers’ immediate, press- 
ing needs. It is too late in the 
Winter for people to want 
cold weather hosiery and too 
far ahead of Spring to induce 
them to buy warm weather 
stuff. Result, nothing doing 
except when the customer 
stacks up against holes too big 
to be darned and gives up the 
price of a sincerely grudged 
pair of sound socks, chosen in 
the fabric, weight and color 
he would have selected in Jan- 
uary. Buyers, as a rule, re- 
gard February as the month in which 
to make sure of having no wools left 
over; and they cut those prices ac- 
cordingly. 


OLF hose will be made a feature 
in March displays, but without 
much hope of real sale until the grass 
turns green and the links dry out. 
Spring golf hose for men presents 
more subdued colors than prevailed 
last year, with fancy legs, cuffs 
matching, in diamonds of medium 
and large size, colors contrasting. 
Stores will continue to sell regular 
demand volume in boys’ long hose of 
cotton and cotton and wool. The 
gradual abatement of the craze for 
boys’ longies, attended by the re- 
appearance of their shins, should re- 
store juvenile golf hose to some meas- 
ure of their former popularity. 
Retail merchants who fail to work 
the children’s hosiery field are over- 
looking a good source, of. profits. 
Issue of February 6, 1926 
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This Novel Plan Doubled 


Werner’s Hosiery Sales 


25c; men’s $1 quality silk 

socks for 15c and children’s 
50c hose for a dime with every pair 
of shoes sounds like a guaranteed 
formula for bankruptcy. But for 
the two Frank Werner quality shoe 
shops in San Francisco it brought 
an increase of 146 per cent in Sep- 
tember business over that for the 
same period last year; the largest 
net monthly profits on shoes and 
hosiery in the history of the store 
and virtually doubled the Werner 
hosiery business necessitating the 
employment of four additional 
salespeople. 

“Blazing the way to new hosiery 
headquarters,” was the title that 
Werner’s gave this unusual selling 
event which lasted throughout the 
month of September. It was a 
rather spectacular but certainly ef- 
fective method of gaining wide- 
spread attention for the Werner 
hosiery department which features 
under its own trade name, long- 
wearing, fine quality hose for men, 


S women’s $2 hose for 
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Chiffon Lisle for Sports 


It is becoming increasingly ap- 
parent that the chiffon lisle hose, 
the appearance of which in the 
market was noted in the last issue 
of the Hosiery Section, will find its 
*.cce in sport costumes. It is ex- 
pected to find favor more among 
the women who wish for something 
exclusive to wear w::. sport cloth- 
ing and who, heretofore, have been 
wearing plain colored silks or silxs 
with fine French clockings. It of- 
fers the plain effect which is in 
vogue at the present time, can be 
dyed in any of the wanted colors 
and differs in appearance from silk. 
It also comes patterned and striped. 
After all is said and done, it is the 
fact that it is different which will 
give this chiffon lisle its strongest 
appeal. It is not expected to invade 
the dress field where silk is increas- 
ingly important. It is more apt to 
take the place, if any, of the fancy 
sport hosiery. As a style note it is 
interesting and significant. 
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Women’s $2.00 Hosiery for 
25 Cents! 


RESULT 


Hosiery Sales Doubled 


General Business Increased 146 
Per Cent 


Largest Monthly Net Profits in the 
History of the Store 








women and children. While sales 
of this merchandise had previously 
been generally satisfactory and the 
sales force fairly alert in selling 
hose to go with new footwear, the 
company believed that their hosi- 
ery had points of quality, durabil- 
ity and reasonable price that would 
develop a heavy sales volume if 
these good points could become bet- 
ter known. 

Virtually giving away quality 


Better Grade Rayon Scarce 


Among interesting developments 
in the primary market may be noted 
that the greatest activity at pres- 
ent is the middle class market, 
rayons and silk and rayon twists 
showing considerable prominence. 
Rayon of the quality used in the 
hosiery trade is scarce. Spring 
needle merchandise is moving 
briskly. There is also noted a de- 
cline in the production of silk ho- 
siery as a whole. A proposed dol- 
lar seller is being sampled. This 
is a silk stocking with full fash- 
ioned foot ana circular knit leg but 
having the opening in the welt to 
provide for the fashion marks. It 
is known as the form fashioned 
marks. It is known as the form 
fashioned stocking. 

* * * 


Hose Proof Against Mud 


From London comes the report of 
a proofing process by which light 
colored silk stockings attain im- 





hosiery with each shoe purchase 
was the introductory plan hit upon, 
not only to sell hose to the custom- 
er when he bought hose or to the 
chance customer coming in off the 
street but to build up a following 
of hosiery customers who would re- 
gard Werner’s as the most desir- 
able place in San Francisco in 
which to purhcase hosiery. 

That the novel means adopted 
served the purpose is evidenced not 
only by the success of the selling 
event at the time but from the fact 
that Werner’s salespeople are now 
being kept busy taking care of the 
“repeat” business created original- 
ly through this unique sale. 

With every pair of women’s 
shoes purchased during September 
customers had an opportunity to 
buy $2 hose for 25 cents; men buy- 
ing shoes could obtain a pair of the 
best dollar quality socks for 15 
cents, while with children’s shoes a 
pair of full length hose or socks, 
regularly selling for 50 cents, was 
offered for a dime. 


BRD 


munity from mud stains. This pro- 
cess, it is claimed, can be applied 
to old as well as newly knit hosiery 
and does not lose its effectiveness 
when the hose is washed. It is said 
that the proofing process prevents 
the mud from clinging to the stock- 
ing—that it falls off and no stain 
remains. The London Factory of 
Waterproofers, Ltd., is sponsor for 
the new process. 
* * * 


Half Hose Over Silk 
The interesting fad of wearing 
bright colored half hose over sheer 
nude-colored hosiery is reported in 
some parts of the South. Flappers 
have been wearing the low-grade, 
bright-colored cotton hose selling 
for a>ound 25 cents per pair. These 
they suppert by equally giddy gar- 
ters. The fad apparently has 
spread into the South from some of 
the Northern cities in which places 
there was at least the excuse of 
climate. Needless to say, it is not 
expected to be of lonx duration. 
(CONTINUED CN PAGE 130) 
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New Hosiery Styles Created for 
Growing Girls 


Mercerized Cotton and Rayon Woven Into 
Delightful Patterns for Youngsters Who 
Would Ape the Flapper 


URING January girls’ wear 
D was lisle and silk and wool, 

plain and fancy, practically 
all in the % length. There is no 
reason to look for a change in Feb- 
ruary, which, so far as girls go, is 
usually no more than a routine sale 
month when parents replace the 
hosiery their youngsters have worn 
out with more of the same. 

But March and early spring buy- 
ing will mark the début of the 
young school girl, more intimately 
known to flappers as the brat, in 
hosiery’s brilliant walks of fashion, 
thus compelling the flapper element 
to devise for her some epithet more 
odious and contemptuous. For the 
very young girl, this season, has 
had her hosiery all planned to give 
any disdainful flapper a run for 
her money. 

Resident buyers are exulting in 
the prospects of big business to be 
done in the exquisite hosiery offered 
them for girls in lines of mercer- 
ized cotton and straight rayon, 
prices of both materials being 
adapted to the purses of parents 
and their wearing qualities to the 
hell-bent activity of the youngsters, 
so hard on hosiery as well as on 
shoes. 

Here is where any shoe store man 
ought to kick in with truly pas- 
sionate purpose to take the trade 
away from his imposing rivals. He 
sells the shoes for these younger 
girls on the strength of his special 
knowledge and his’ excellently 
chosen stock, all with an eye to the 
giving of good wear and fine ap- 
pearance for moderate-price money. 
If he has the reputation of being 
something of a specialist in fitting 
children’s growing feet all the bet- 
ter. He can now add to his pres- 
tige the credit of supplying his 
young girl patrons with spring ho- 
siery not only assured of long wear 
but also of being beautiful to see. 
This appeal, under prevailing so- 
cial conditions, will hit parents 
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What’s Doing in the Sport 
Hosiery Field? 


The year 1926 should be 
a record sports year. So 
conclusive is the evidence 
along these lines to date, that 
the “Boot and Shoe Recorder” 
is planning to devote the 
major portion of its issue of 
Feb. 20 to sport styles in gen- 
eral and to sport footwear in 
particular. This will be fol- 
lowed up in our next Hosiery 
Section, published March 6, 
by a discussion of sport styles 
in hosiery for men and for 
women. And if we find any 
for infants, we'll include 
those. 

A good issue to read—what 
to buy and how to merchan- 
dise your sports hosiery so 
that early fall will not catch 
you with an _ overstock on 
hand. 




















quite as strongly as it does the 
girls, because parental indulgence 
of childish and adolescent aspira- 
tions is as notorious as it is stigma- 
tized by moralists as reprehensible. 


EFERENCE to rayon in hosiery 

makes desirable a word of cau- 
tion to shoe stores regarding this 
fabric for the present. Barring young 
girls’ wear, hosiery appears to be 
the item of intimate feminine ap- 
parel which so far has failed to 
make a clutching appeal. Its price 
is right; its quality is now excel- 
lent; its appearance leaves very lit- 
tle, honestly, to be desired by the 
fastidious. Nevertheless, store buy- 
ers aver that it is consistently neg- 
lected for all-silk and _lisle-top 
goods; and this just at the time 
when rayon underwear is handing 
glove silk underwear a series of 


wallops that are leaving glove silk 
groggy and, in some quarters, are 
believed to be knocking it out. 

Retail opinion is that rayon is too 
coarse of thread to simulate chif- 
fon silk satisfactorily and that silk 
has so gone to the head, as well as 
the feet, of American womankind 
that they’ll shed their shirts to ac- 
quire silk stockings—which is liter- 
ally true, for they are shedding 
glove silk vests in favor of the 
cheaper rayon and they are buying 
little or nothing in hosiery outside 
of silk. 

Under these circumstances bet- 
ter take rayon on suspicion until, 
like the poor but beautiful hero- 
ines of the screen, it proves its 
real worth and is ready to win its 
useful way on its intrinsic merits 
to the hearts of the women—and 
their legs. 


OSSIBLY that admirable consum- 
mation may occur next summer, 
because rayon, besides its other vir- 
tues and in spite of its seeming 
coarseness, is cool hosiery. It 
should stand up well under condi- 
tions of outdoor activity that are 
usually ruinous to silk. The gener- 
ally used fabric, however, will no 
doubt continue to be silk right on 
until fall, with some silk and wool 
fancies taken by the young women 
who play golf all dressed up and 
want to look that way. 


New Shoe Department 


ALBANY, GA.—M. M. McLaughlin, 
manager and buyer for the past 
thirteen years of Rosenberg Bros., 
shoe department, resigned from this 
position on Jan. 1 to open a women’s 
and children’s shoe department in 
the department store of the R. L. 
Jones Co. in this city, to be known 
as McLaughlin-Todd, Inc. C. B. 
Franks, formerly assistant, suc- 
ceeded him as shoe department man- 
ager and buyer for Rosenberg Bros. 
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sheer beauty 


thread silk chiffon! 
effective with evening slip- 
pers. They’re smart—also 
practical. Heavy heel and 

Double sole. 


choice in Black, 





Mest shades. 
10%. 


RETAILS AT $1.25 
Style No. 625. Here's 
in pure 
Very 


Your 
White— 
and all the season’s love- 


Sizes 8 
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=<. RETAILS AT 81.00 [ 


Style No. 651. An ex- 
ceptionally attractive pure 
4; thread silk hose appropri- 
|; ate for afternoon wear. 
1 An alluring value! 

mas P4] cerized heel and toe. Sizes 

/ i 8 to 10%, in Black, 
\ White, Beige, Gun Metal 
and others of the newest 

















Mer- 


bility. 








Styled for Repeat Sales 


Because Buster Brown Hosiery is— 
In the colors wanted next season 


. . . for SMARTNESS! 
Made with the closely woven ankle . for FIT! 


Knit with full sized yarn and at the 
proper tension ‘2 > w os BP Wee 


Made with the lisle top meeting the 
silk well above the knee . for APPEARANCE! 


Available at a price that makes pos- 
sible a fast turnover .. . . for PROFIT! 


If you haven’t the Spring 1926 Price List, write to the Selling Agents 


Amory, Browne 2 Co. 


BOSTON CHICAGO ST. LOUIS NEW YORK 


REG. U.S. PAT. OFF. 


HOSIERY 





RETAILS AT $1. 


Style No. 635. Ex- 

tremely practical and ” 
good-looking with the 
sports costume. Thread 
silk — plaited over 
rayon — gives them 

remarkable dura- 


ized heel and toe. High 
spliced heel. All the 
smarter 
cluding Black, White, 
Champagne and Beige. 
Sizes 8 to 10% 
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RETAILS AT 58c 
Style No. 348. The 
mercerized ‘‘Derby Rib’’ 
—with fancy tops in har- 
monious shades—is espe- 
cially made for good looks 
—and hard knocks! The 
price is low! % length. 
Sizes 6 to 11. In Black, 
Boy Scout Cordovan, Rus- 
set Brown, Camel & Grey. 




































































RETAILS AT 50c RETAILS AT 35c 
Style No. 34. A marvel- 


‘T Style No. 341. Colors, 

fascinatingly blended, sell — . : * ous value in full length, 
this popular number. % ( = 4 Z fine mercerized ‘English 
— ys — —_— » : & Rib ree Fee I sizes 
“English y cy = be ; 4 —5 to ! colors— 
aia tops. Sizes 5 to { ] ) Cordovan, Cha m- 
10, in Black, White, Tan y TE pagne, Russet Brown, 
Bark, Peach and other \ Pongee, Grain, Tan Bark, 
shades. Peach and, of course, 

a Black and White. Practi- 

cal and good looking! 


Priced for Fast Profits 


Under the new Buster Brown sales plan, the jobber’s 
warehouse becomes an annex to your store. This plan 
removesthechanceoflossin yourHosiery Department. 


YOU GET overnight delivery service on both original 
stock and fill-ins from nearby jobber’s ware- 
house. 

YOU RUN po risk of stale goods or loss-taking clear- 
ances, yet keep strictly up-to-date. 

YOU BUY no big units just to get a price. 

YOU FACE no risk from colors dying out. 

YOU BUILD good-will and reputation for your store 
as headquarters for nationally known and adver- 
tised Buster Brown Hosiery—thus securing all 
repeat business. 

If you haven’t the Spring 1926 Price List, write to the Selling Agents 


Amory. Browne 2 Co. 


BOSTON CHICAGO ST. LOUIS NEW YORK 


BUSTER BROWN 


REG. U.S. PAT. OFF. 


HOSIERY 
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For your Spring Opening, you can make 
no better choice than 


Centemeri 
full fashioned silk hosiery of quality 


We carry a large hosiery stock in the 
latest Spring colors for immediate delivery 


C900—A popular selling hose (semi-chiffon), full fashioned with lisle top, per doz..$12.50 
C700—Medium weight service hose, heavier than C900, full fashioned with lisle top, 


per doz. 
C500—42 gauge chiffon, full fashioned with silk plaited sole and lisle top, per doz.. 15.00 


C400—Heavy weight, 42 gauge, full fashioned with lisle top, per doz 
C600—42 gauge chiffon, silk from toe to top. Top reinforced on inside with lisle, 
SURE ae ao ces da VRE es 0a ts i2 hoe sl eNO 6 os ees os ved eescdsseseaad 16.50 


Orders shipped promptly. Terms 2% ten days or net 30 days. 


Send for your copy of our new spring color card. 


P. CENTEMERI & CO. 


(Manufacturers of the Famous Centemeri Gloves) 


GRENOBLE—FRANCE 
334 Fourth Avenue, New York 


“Buy Centemeri Hosiery and Be Safe” 
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hosiery with shoes as it is 

to want butter with bread, 
according to the viewpoint of 
H. P. Rosenthal of the Rosen- 
thal Store of Hot Springs, 
Arkansas. Even if the piece 
of bread be small, its size 
doesn’t destroy the desire for 
butter. So the mere size of 
the store isn’t of vital impor- 
tance in the decision as to 
whether or not to have a 
hosiery department. 

The hosiery department at 
Rosenthal’s is in - harmony 
with the story. It’s a small 
department in a small store. 
It comprises one attractive 
ease about five feet long and 
the shelving space at the back, 
with just enough space be- 
tween for Mrs. Grace Tinsley 
to stand and sell the vari- 
colored merchandise. 

The bigness of the depart- 
ment, as well as the store lies 
in the volume of business, for 
an enviable amount of busi- 
ness is done in this store 
which is only 14 by 50 feet. 
One hundred dollars is by no 
means the one-day sales rec- 
ord in the hosiery department. 

From the first glimpse of 
the windows to the farthest corner, 
there is a hosiery suggestion. It is 
used in every window trim and the 
hosiery department itself and the 
counter rack are visible from every 
corner of the store. 


| quite as logical to sell 


EFORE he established his own 
store, two and a half years ago, 

H. P. Rosenthal was statistics man 
for a large shoe company. He of 
course formed the habit of finding 
facts, recognizing causes and effects, 
and then applying them to business. 
From his study and experience~he 
has found some interesting factors 
in the hosiery and shoe busines’ that 
successful merchants must recognize. 
It is the usual thing that a woman 





HOSIERY SECTION 


Small Store 


Big Store Competition 





Imported open-net, full-fashioned lisle .stock- 
ing shown by courtesy of Alex Wallau, New 
York 


wants a pair of hose when she buys 
a new pair of shoes. The hose she 
has are either worn, or of the wrong 
color or texture. I[f she needs hose 
she is going to buy them at some 
store or department selling hosiery. 
If the price is right and the style is 
right, the woman with the new pair 
of shoes can be induced to buy the 
hose from the hosiery department 
in the shoe store from which the 
shoes are bought. Mr. Rosenthal 
has found in his store that about 
eight out of every ten persons who 
buy shoes can be induced to purchase 
hose at the same time shoes are 
bought. Quality and price of hose 
have. to be in line with quality and 
price of shoes, according to Mr. 






Merchandising Hosiery in the 


How Rosenthal Gets Twenty Per Cent of His Volume 
in a Five-Foot Department and Meets 


Rosenthal. Hose selling for 
two dollars have been found 
to be the best sellers, the hose 
upon which the greatest vol- 
ume is done. 

It wouldn’t be incorrect to 
say that in some degree the 
successful store with its kind 
and quality of merchandise is 
what it is because it is where 
itis. The type of city or town 
as well as the location in that 
city or town influences the 
kind of ‘hose and the selling 
plan. 


HIS is exemplified by the 

Rosenthal store, and its 
location in Hot Springs, Ar- 
kansas, a well-known resort 
town. Due to good luck and 
hard work, Mr. Rosenthal 
secured a very desirable loca- 
tion, near a popular moving 
picture theater, in the down- 
town district through which 
visitors go to and from bath 
houses and hotels and places 
of amusement. 

He decided when he opened 
his store to make a bid for the 
tourist trade while building 
up his share of the resident 
trade. During the fall and 
winter seasons the guests for 
the most part are persons who de- 
sire high grade merchandise. Mr. 
Rosenthal, therefore, went in for a 
style rather than a staple store. He 
featured short vamp, “pretty” modes 
in footwear, and hose. During the 
season 80 per cent of his stock is 
novelty high grade shoes, with 20 
per cent popular priced. During the 
off season, when persons are at- 
tracted by the reduced prices in the 
cost of living in the resort town, the 
plan is reversed with 80 per cent 
popular-price goods. Hosiery is 
bought and priced for the type of 
merchandise in the store. In this 
way a very distinct problem is met. 
Few towns except recognized re- 

(CONTINUED ON PAGE 123) 
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OMEN who demand 

very sheer hosiery are 
charmed with the beautiful 
gauzy weights provided them 
in HOLYOKE Silk Hose. 


They are no less pleased 
and happily surprised at the 
exceptional wearing qualities 
of our very sheer hosiery. 


Gauze weight hosiery is a 
specially strong point in the 
HOLYOKE line, and has 
given us a reputation for 
HOSIERY of sheer beauty 
and most exclusive and un- 
usual service in the best ho- 
siery shops. 


Our new three story addi- 
tion will be inoperation about 
March Ist but advance orders 
for HOLYOKE HOSE are 
already discounting this 
added capacity. 


NOW — not later—is the 
time to make sure that you 
will have the finest silk hose 
in the world to offer your cus- 
tomers next Spring. 


358 Fifth Ave. 
NEW YORK 
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Four Principal HOLYOKE 
Numbers in Sheer Hose 


Our New “PEERETTE” . 


The peer of all fine sheer hosiery. 
$22.50 per doz. 


Our Famous “GAUZETTE” 


A sheer hose originated by us, 
and sold with greatest success in 
the finest shops. $22.50 per doz. 


Our No. 405—a slightly heavier 
weight hose. 
$22.50 per doz. 


Our No. 463—a very sheer hose 
made in 13 colors. $27 per doz. 


On this number we cannot accept 
orders for delivery prior to May 
Ist. 


HOLYOKE COLORS 
INCLUDE 
THE FOLLOWING 
AFRICAN TEA ROSE MANDALAY 
*ATMOSPHERE GREY 31 NUDB 
AURORA 1 _ PANSY 
BLACK HAZEL ROSEE 


(French Nude) 
RUGBY TAN 
SSIA 


ieepurecne) HB 
. MOLE 
° GREY ad 
GOLD (Bran) 
TAUPE WHITE 


Colors marked by asteriks represent 
spring shoe and hosiery standard 
shades recommended by the Te-tile 
Color Card Association. 
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A Few of Many Holyok 
Selling Advantages T hat 
Make and Hold 


Customers 


Yarn dyed—and special] 
treated so that the origina 
lustre doesn’t wash off. 


* * * 


Good full length — wit 
elastic cuffs. 


* * 


Special toe and heel rein 
forcements which make ou 
very sheer numbers give sur 
prising service. 


* * * 


Specially sewed seams 
which do not readily giv 
way. 

* * * 


Our extraordinarily broat 
range of colors affording the 
widest scope in_ satisfying 
every preference for match 
ing and harmonizing. 


453 Washington St. 
BOSTON 
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sorts have so distinct differences in 
trade demands but every town has its 
particular angle, be it agricultural, 
industrial, or seasonal. A recognized 
angle may be made to yield greater 
trade. 






— wit 







N the Rosenthal store it has been 
shown that on a $500 day, hosiery 
and accessory sales amount to about 
$100. In that particular store hosi- 
ery may be figured to represent 
about 20 per cent of the income. 
Department stores buy hundreds 
of dozens of hose for a big sale. 
They can offer imperfects at a low 
price, apparently underselling the 
hosiery department at the shoe store. 
But as Mr. Rosenthal has found, the 
hosiery department of the shoe store 
can adopt a plan that will heip to 
meet this competition. First, he be- 
lieves in offering for sale only perfect 
hose and advertising this fact. Over 
the entrance of the Rosenthal store 
isa placard assuring the patrons that 
the store is selling satisfaction as 
well as hose. In the opinion of Mr. 
Rosenthal, satisfaction is of greater 
value than “the chip on the shoulder” 
of a patron and the consequent ad- 
vertising that the disgruntled cus- 
tomer might spread. Allowances 
are made even on the sheer chiffons 
which most stores do not guarantee. 
Because of the policy of guaran- 
teeing satisfaction, extreme care is 
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Fancy garters are legitimate merchandise for the hosiery department. 
trims and sell well in communities where they have “caught on.” 
the Nichols Mfg. Co., Bridgeport, Conn. 





of hose sold at the Rosenthal store. 
Mrs. Grace Tinsley goes through 
each pair of hose before it is put inte 
stock and then at the time of the 
sale, another examination is made. 

Whether the hosiery department 
be large or small, there must be fre- 
quent and consistent buying. Orders 
are placed at frequent intervals and 
new stock is being added every day. 
Mrs. Tinsley decides on the style 
element and Mr. Rosenthal studies 
and keeps in close touch with his 
hosiery department in order that it 
may be run on a sound financial basis 
that will make it the asset to the 
store that a well equipped and man- 
aged hosiery department can be. 


Hosiery Show to Be Held 
in June 


Full cooperation with the National 
Exposition of American-Made Ho- 
siery and Underwear on the part of 
leading makers of that merchandise 
throughout the’ United States has 
been promised by John Nash McCul- 
laugh, secretary of the National As- 
sociation of Hosiery and Underwear 
Manufacturers. In notifying the 
sponsors of the exposition of this 
support Mr. McCullaugh said that 
the project would be helpful to the 
buyer; that it would set an epoch in 
knit goods merchandising and that 
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They look well in your window 


The ones shown at the left were made by 
Those at the right by Friedberger Aaron Co., Philadelphia 


it would focus attention on the un- 
questioned world leadership of Amer- 
ican manufacturers in the hosiery 
and underwear fields. The exposition 
will be held at the Hotel McAlpin 
from June 9 to 15 and will embrace 
every known variety of the goods in 
question. More than 500 retail buy- 
ers have asked for tickets. 


New Shoe Stores 


Miami Department Store, Miami, 
Fla., shoe department. 

M. I. Herschman, Tampa, Fla. 

St. Paul Store, Calmar, Iowa, 
shoe department. 

Quality Shoe Store (B. R. Green- 
berg, proprietor), Newton Center, 
Mass. 

M. Krasne, Oakland, Neb. 

A. L. Becker, Union, Neb. 

C. E. Karels, Lisbon, N. D. 

J. C. Brill Co., McMinnville, Ore. 

Adams & Lewis, Philip, S. D. 

Harvey’s Clothing Store, Knox- 
ville, Tenn., shoe department. 

Freeman Bros., Mabelle, Tex. 

Rabenowich Department Store, 
Phillips, Wis., shoe department. 

O. B. Stokes, Rector, Ark. 

Jones & Allen, Wayne City, IIl. 

C. W. Hesse & Son, Emmett, 
Iowa. 

Costin & Dow, Mt. Ayr, Iowa. 

William McMullen, Wayside Inn 
Building, Ellenville, N. Y. 
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Fast Accurate Hosiery Service 
to 48 States of the Union 


Bringing Swift Relief to Busy Retailers and a Guaranteed 
Certainty of Greater Profits More Quickly Realized 


While retailers are calling desperately to manufacturers for better service, Ray- 
Mond shipments, case lots or dozens, arrive on the dot as promised. 


While it seems impossible to you to find quality numbers to feature, Ray-Mond 
customers lead their cities for value. 


While buyers are frantic for real co-operation from manufacturers, Ray-Mond 
customers enjoy it for the asking. 

Easter is a few weeks away. It looks like a whopper for business. You'll need 
complete stocks, replete with the most striking shades. Outstanding qualities, top- 
ped by irresistible values; DELIVERED WHEN YOU WANT THEM and sup- 


ported by a fast fill-in service. 


This is the time that Ray-Mond service is as good as gold to you. 





Ladies’ fine thread silk full fashioned hosiery. Exquisite 
cobwebby chiffons. Unsurpassed medium’ and heavy 
service weights—40 Shades. 


And a supplementary service in Men’s and Children’s 
Hosiery. 











Three numbers that defeat competition. Style 570. America’s finest CHIFFON. 42 gauge, pure thread 
Style 595. Ladies’ Fine Service Weight thread silk stockings allk of am exquisite grade. Clear and luminous beyond ‘anything 
Wide mercerized flare tops and reinforced mercerized feet. Every you have ever looked at. Reinforced wide flare tops of fine tex- 
wanted shade. A big $1.49 number. Dozen, $12.00 ture mercerized yarn and special patented reinforced toe that gives 

double the usual wear. All the shades most in demand. A rare 


Ravel Stop Green Stripe Chiffon. Dozen, $15.00. 


Style 1487. Misses’ Silk and Rayon Spring Needle Hosiery ONE TWENTY FIVE—Ladies’ Pure Thread Silk Spring 
Made flat like ladies’ hosiery. Mercerized lisle tops. Size 74% to Needle Stocking. Every inch of silk guaranteed ‘‘run-proof’’ and 
10. Packed %-dozen in a box. Colors: Mauve Taupe, Zinc, Blue free of all irregularities. Reinforced lisle tops and feet. Dozen, $9. 
Fox, French Nude, Beige and Champagne. A sensational new 

number. Has the appearance of a thread silk fashioned stocking ° ery 

but wears like iron. Can be retailed for 98c. Dozen, $8.00. Samples on Request by Special Delivery 


RAY-MOND HOSIERY CO. 


373 Fourth Avenue j§ New York City 
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Bat istic Sept 
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Still Shorter Skirts and Hose 
to Match Shoes 





practice to reduce their hosiery 
stocks to the minimum estimated for 
their February needs. “But some- 
times they fail to put it over to the 
extent demanded by their stocks. 
During February, in that event, they 
make drives on their Winter hosiery 
by means of reduced prices which 
enable them to end the month with 
stock rooms bare of old merchandise 
and all set to begin March with 
fresh goods. So generally approved 
is this genuine clearance of hosiery 
and certain other stocks that the 
merchandise managers of the great 
stores are insistent on it with the 
buyers, even though the hosiery de- 
partment find itself constrained to 
take losses. I know of one promi- 
nent department store in the heart 
of the New York shopping district 
which took a direct loss—i.e., the 
difference between wholesale pur- 
chase price and retail selling price— 
of 10 per cent on its Winter hosiery 
stocks, just to get rid of them. And 
that actual, direct loss was regarded 
as only a tithe of the real and 
greater loss of 43 1-3 per cent, com- 
prising the direct loss of the 10 per 
cent and also the cost of doing busi- 
ness, which amounts to 331-3 per 
cent. 


EITHER that 33 1-3 per cent 

overhead nor the fixed policy of 
stock clearance is among the fanciful, 
big city stunts of merchandising. 
Both are the outcome of well nigh 
infallible study, experience and prac- 
tical knowledge of their business. 
Every such huge enterprise main- 
tains its own corps of expert 
statisticians, compiling facts 
and figures for the informa- 
tion of a supreme controller, 
whose judgments, as modified 
by the firm, don’t go wrong 
once a thousand times. And be- 
sides, there are 2000 of these 
leading stores united in a na- 
tional organization through 
which they swap experiences 
and information. The fixa- 
tion of cost of doing business 
at 33 1-3 per cent and the 
soundness of refusal to carry 
over stocks are the two best 
bets known to those 2000 


firms and corporations. 
Question: 


If those two 


[CONTINUED FROM PAGE 115] 


things—clearance of old stock and 
taking of losses for the sake of fresh 
merchandise—are good for the big 
stores’ big hosiery departments, why 
aren’t they just as good this Spring 
for the shoe store’s relatively small 
hosiery section? 


ry HE answer, of course, is that 

you are enabled, automatically 
although at some sacrifice, to keep 
your hosiery section always up to 
the minute and so to acquire 
that most valuable of reputations 
for a shoe store’s hosiery—of being 
the most fashionable hosiery to be 
had anywhere in your locality. Which 
is precisely the position the shoe 
store’s hosiery ought to occupy. 
What is more to the purpose, every- 
one in the buying market is agreed 
that never will there come a Spring 
when up-to-date hosiery for women 
will possess greater importance than 
it will in 1926. 

Colors in chiffons taken by the con- 
sumer throughout January have 
been remarkable for the lead seized 
and held from December 28 by rose 
taupe. To the man up a tree—or on 
the sidewalk, for that matter—the 
difference between rose taupe and 
the suddenly popular blue fox shade 
is considerably less than the differ- 
ence between tweedledum and tweed- 
ledee; and by any other name it 
would no doubt look as_ sweet. 
Chances are that, under the brand 
new, blue fox designation, it looks 
so much sweeter to the average 
woman that it is headed for a 
spreading popularity in February. 





New woven patterns in men’s half hose— 
imported 








Grain hung on to second place 
throughout the month, but cannon— 
gunmetal in service weights— 
climbed from sixth to third position 
with January’s second week. French 
nude and beige disputed fourth and 
fifth places between them most of 
the time, but the struggle ended 
with French nude just about an 
ankle ahead. Then followed, in the 
order named, dark gray, flesh, san- 
dalwood, black—on account of the 
weather and soft coal grime—atmos- 
phere (mocking travesty of the real 
thing east of Pittsburgh), Piping 
Rock, silver, rose gray, Medici gray, 
gravel, cinnamon, reindeer, mauve, 
gold, sunset, almond, zinc and bran. 

Show the leaders generously, but 
with black in some obvious location 
near them, and you will be doing the 
best possible thing to catch the 
passersby and convince them that the 
most “exclusive” specialty shop in 
town has nothing on your store when 
it comes to February hosiery. 


Store buying, in New York 
especially, has been marked 
by increased demand for san- 


dalwood and rose taupe, other- 
wise the freshly intriguing blue 
fox, which is having such a run 
throughout the United States 
that foresighted manufacturers 
are now advising customer 
stores that it should go even bet- 
ter for six weeks to come—that 
is, almost up to Easter. 

T seems to be the general opinion 

that women, this Spring, are sure 
to do a lot of very careful matching of 
their hosiery with their shoes, 
with particular attention to 
the new colors put forward in 
footwear. 

To mention only a few of 
the matchings requisite, flesh 
in hosiery is regarded as be- 
ing the perfect accompani- 
ment of parchment. Beige, 
although a shade or so darker 
than blonde and blondine, is 
a good enough match to satis- 
fy the average wearer; but, if 
you have a customer who in- 
sists on being precise and 
pernickety, give her peach 
for her blonde shoes and she 
will believe you have an 
authoritative color sense. 
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Meeting with immediate favor 
as a Dollar Retailer! 


It takes considerable skill to knit a half hose 
with just the right proportions of Rayon and 
Lisle. 


Just enough Rayon is used to give smartness 
with plenty of Lisle to give splendid wearing 
qualities. 


egress oe , 2 
SRA DA AR ME ROT SAEED Sdn can lg 


nn 


This half hose comes in a wide variety of 
four color combinations in the pattern illus- 
trated. 


Be the first in your community to show this 
new Hirner creation—at a popular price. 


Style No. 800 
Rayon and lisle, in four color combinations 


Price $8.00 per dozen 


Color swatch card gladly sent on request 


Style No. 800 
Illustrated 


g a 


HIRNER HOSIERY CO. 


MAIN OFFICE 
ALLENTOWN, PA. 


Manufacturers of the famous Hirner Foot Hose—“Built Like a Shoe” 
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These Rules Have Helped to Sell 
$790,000 Worth of Hosiery 


no way from other businesses 
and the percentage of success- 
no 


T™, hosiery business differs in 


ful hosiery departments is 
greater than any other business. 
To those who contemplate putting 
in a hosiery department or to those 
who have one in their shoe depart- 
ment today, and do not know 
whether they are losing or making 
money, I would suggest to be sure 
to merchandise them entirely apart 
from the shoe departments. The 
three essential things to do are: 


1. Buy your merchandise right. 
2. Get the proper markup. 
3. Get the proper turnover. 


THE FIRST STEPS TO TAKE 


A. Find out the class of merchan- 
dise your clientéle wants. 

B. Carry only the styles the ma- 
jority of your prospective customers 
ask for and do not be afraid to miss 
a sale on an occasional request for 
some style of hose that may be 
asked for, as a capable saleslady 
can switch this particular customer 
seventy-five per cent of the time. 

C. Concentrate your purchases on 
as few houses as possible to insure 
you the same quality in each style 
at all times. 

D. In purchasing your hosiery 
consider quality first, price second. 


MARK-UP 


Mark-up is just as essential in 
hosiery as in shoes, as a successful 
hosiery department must make ad- 
justments to its trade and suffer 
shortages which, after all, must be 
absorbed in the mark-up. 


You cannot make a profit on less 
than a thirty-three and one-third 
per cent mark-up, or fifty per cent 
m cost. 

TURNOVER 


Keep your stock down to show at 
least a five-time turnover at retail. 


HOW MUCH SHALL I INVEST? 


On the supposition that your cus- 
tomers ask for the following styles, 


By John Schrader 


Secretary and Hosiery Buyer of the Senac Shoe Co., St. Louis 








HIS article is a synopsis of 

a paper prepared by Mr. 
Schrader and read by J. J. 
Sensenbrenner, president of 
the Senac Shoe Company, be- 
fore the recent convention of 
the Southwestern Shoe Re- 
tailers’ Association. This com- 
pany does an annual hosiery 
business of $750,000, less than 
$500 of which came from sales 
of marked down merchandise. 

Their selling cost in their 
hosiery departments is 414 per 
cent, as compared with 7 per 
cent in their shoe departments. 

They turn their hosiery 
stocks 512 times per year. 
Shoe stocks turn three times. 

Salesmen get 5 cents for 
every pair sale influenced by 
them. 

Colors for spring, they be- 
lieve will be confined to fewer 
shades than was the case when 
black shoes were in vogue. 
Shoes will be matched with 
hosiery, instead of contrasting. 








which I believe today are the most 
popular throughout the southwest, 
you will have an investment of 
$1,707.00 at cost, or $2,560.00 at re- 
tail, allowing a scale size to each 
color as follows: 

8 81% 9 9% 10 

VY Vp %4 % Y% 

Or three dozen to each color. 

And colors and style assortment 
as follows: 

Pure silk medium weight semi- 
fashioned hose to retail at $1.00. 
Should be carried in at least six 
shades. Cost of same, $8.00 per 
dozen. Investment: 18 dozen at 
$8.00 equals $144.00. 

Full-fashioned pure silk hose 
with lisle garter tops, chiffon 
weight, to retail at $1.50 to $1.65. 
Cost of same, $12.50 per dozen. 
Should be carried in at least ten 
colors. Investment: 30 dozen at 





$12.50 equals $475.00. 

Pure silk chiffon hose with silk 
garter tops, full fashioned. Should 
be carried in at least twelve shades. 
Investment: 36 dozen at $15.00 
equals $540.00. 

Heavy pure thread silk hose of 
eleven or twelve strands of silk with 
lisle garter top. Should be carried 
in at least eight shades. Invest- 
ment: 24 dozen at $14.50 equals 
$348.00. 

$200.00 for any novelties, wool 
hose, fancy hose and a few higher 
priced hose. 

This makes your total investment 
$1,707.00 at cost, and to show a 
profit on this investment you should 
turn your stock over at least five 
times at retail or do a hosiery busi- 
ness of $12,800 per year, on what I 
believe the smallest possible invest- 
ment anyone would want to make to 
start in the hosiery business. 

If there are any of the above styles 
that you believe your trade does not 
want, your investment would natur- 
ally be less and your volume could 
be less at the same percentage of net 
profit, basing your figures on those 
mentioned above. 

I believe that with a capable girl 
in charge of your hosiery depart- 
ment and after reaching the above 
figures in the course of two years 
time, you can easily get a better 
turnover on the same investment, as 
you will naturally make your pur- 
chases heavier on the styles most 
in demand in your locality. 


SUGGESTIONS 


I believe that advertising is very 
essential and one should spend at 
least three to four per cent of the 
approximate volume. 

Do not cut prices on your main 
established lines more than twice a 
year. 

Pay hosiery salesladies salary 
and commission. 

Give shoe men compensation for 
suggesting and selling hosiery. 

Show hosiery in your windows, 
not as an accessory to shoes, but a 

(CONTINUED ON PAGE 129) 
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No. 504 


No. 504 is a two-colored combina- 
tion in a drop-stitch pattern of 
Rayon and mercerized with fancy 
narrow circular stripe of pure silk. 
Sizes 9 to 12, packed % dozen of 
one size to a box. 


catia tieummgen cree SO ANOSESEICIN PA RN eerE 
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No. 506 












i No. 504 TB Tan Bark........... 

: ie Ne. 504 FT French Tam.......-scccesecvecces 

: Ne. SOG NM Navy. ccccccccccvcvccccccescvcces 
Hi] Ne. GO4 GC Gray. cccccccccccscrcvcvececcseccs 

; No. 504 CB Cordovan Brown............++++:5 per dozen 
} 

: i No. 506 is a two-col bination of Rayon and mercer- 

; i ized with a fancy wide circular stripe of pure silk and 

; i Rayon, sizes 9 to 12, packed % dozen of one size to a 

a. box. 


i Mo. SOG NM. Mawycccccccccscvcccscccvccccccccvccccces 
ie Te HS Tk ek cede ccc tee ecetaccase ces 2 

4 Ne, BOG 6 Geay cccsccccccccccccccccccevecevvesess $4. 5 

if No. S06 C Chamapagme .......--cccccccscccccssccece 

Ff Neo. S06 RT Russom Tam 2... ccccccsccccccccevece per dozen 


No. 510 is a pure silk and Rayon style in a two-color 
combination showing fancy plaid patterns with mercerized 
top, heel and toe. 


Blas GOO H Maey odccccc ve ccccccccvevecccsceveccce 
Ne. SIO TH Tam Bark... cccccccccccccccccvccvcces $5.75 
Ne. S10 C Champagne .... 1. cece ccccrcccrseceseves 

Ne. SIO GC Gray... ccccccccccccccrevsvcsscesveves 


Cooper, Wells & Company, 250 Broad Street, St. Joseph, Michigan 


Mills at St. Joseph, Michigan, and Albany, Alabama 


Ser arneerneeeanO eden 





per dozen 
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HILE the color outlook for spring has not yet made itself apparent, it 
seems safe to say, judging from a survey of the country as a whole, that 
there will be a tendency to get away from the vivid contrast which has pre- 


vailed between shoes and hosiery. 


act match. 


In some centers the vogue will call for an ex- 
In others the neutral shades of hosiery will be bought, with the idea 


that they can be worn indiscriminately with almost any color shoe or dress. 
This matching tendency seems to be borne out by the orders placed to date in 


the gray and tan families. 
as a sport costume proposition. 


biggest volume. 


PHILADELPHIA 


Guessing what will sell for spring 
is the favorite indoor sport among 
hosiery buyers just now. The ten- 
dency seems to be toward the gray 
and tan families, with the chances 
that both will have their innings. 
The new French lisle hosiery is 
selling well, some in plain colors 
paralleling the silk hosiery colors, 
and some in patterned effects— 
French clocks, etc. Chiffon ho- 
siery, of course, will remain very 
much in vogue and lighter colors 
are expected to prevail. Already 
the demand for the so-called nude 
shades is beginning to show itself 
in ever increasing volume. All- 
over silk hosiery is moving better 
and, also silk hosiery with narrow 
lisle tops. 


BALTIMORE 


Buyers are looking forward to a 
tremendous Easter business. Light 
shades continue to sell well, but 
there are also frequent calls for the 
darker shades—even black. The 
lighter shades are expected to domi- 
nate completely when the weather 
becomes warmer. 


DETROIT 


A decided trend toward gray is 
seen in this city—not the gray of 
gunmetal but considerably lighter 
in color. This will be a heavy seller 
next spring say many buyers. In 
general, light colors will prevail in 
both chiffon and service weight ho- 
Siery. It is felt, also, that women 


Light colors will prevail. 


may favor colors just off the white 
for wear with white shoes. 


BOSTON 


Gunmetal leads at present, fol- 
lowed by French nude, rose taupe, 
fallow and moonlight. Black and 
white are at the end of the list. 
Chiffons and service hose selling 
well—chiffons leading the heavier 
weight, however. Light, neutral 
shades are beginning to sell better. 
It may be, as one buyer thinks, that 
we are coming into an era of neutral 
shades rather than into an era of 
exact matching. Perhaps both will 
be tried. Just at present nearly all 
the stores are stressing these neu- 
tral shades. 


CHICAGO 


Lavenders and fawns are being 
shown as new spring colors in this 
mid-West metropolis. Spring ho- 
siery generally is being featured 
and, almost without exception, win- 
dows show nothing other than light 
colors. The significant thing is the 
increased demand for all-silk ho- 
siery as skirt lengths grow shorter. 
Monogrammed hose and hose deco- 
rated with figures—birds, butter- 
flies, etc., are being shown as nov- 
elties in the larger stores and in 
some of the more exclusive shops. 


ST. LOUIS 
Lighter shades will continue in 
popularity and buyers say they look 
forward to a record spring business 


Sheer lisle hose looks good 


Chiffon hose will probably continue to give the 


in hosiery of all kinds, for men, 
for women and for children. One 
buyer expects to see gunmetal 
shades hold over. The volume, it is 
said, will be on chiffons ranging in 
price from $1.65 to $2 at retail. 
These will be offered in a wide 
range of light colors and some neu- 
trals, leaving the woman free to 
choose between an exact match and 
a neutral contrast. 


These Rules Have Helped 
to Sell $750,000 
Hosiery 
(CONTINUED FROM PAGE 127) 


separate display. 

Make box lot prices, cutting the 
price a trifle over the single pair 
price. 

Spend seventy-five per cent of 
your advertising for institutional 
purposes; twenty-five per cent for 
sale purposes. 

No doubt in your community there 
is some successful department store 
or specialty shop that is carrying 
hosiery, so do not figure that by 
— your hosiery at approxi- 
mately cost you will bring the trade 
into your shoe department, as you 
know that the purchasing power of 
the specialty stores or department 
stores doing a large volume could 
make it very uncomfortable for you 
if they found out you were getting 
what in their opinion was more than 
your share of the hosiery business. 
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Hosiery Market Talk 


Rose Taupe Still Popular 


The color card of the Gotham 
Hosiery Shops for the week ended 
Jan. 23 shows that rose taupe re- 
mains in first place in the sales of 
sheer hosiery with grain second. 
French nude, however, advanced 
from fourth to third place and can- 
non dropped from third to fourth 
place. Beige, dark gray and flesh 
remained, respectively, in fifth, 
sixth and seventh places. Piping 
Rock jumped from eleventh to 
eighth place while sandalwood, at- 
mosphere and black occupied the 
next three places. 

In the regular, or service weights, 
we find rose taupe in eleventh 
place. Beige was the best seller 
followed by grain, black, dark gray, 
French nude, white and Piping 
Rock in the order named. Sales of 
sheer hosiery constituted 59 per 
cent of the total, as compared with 
46 per cent for the same week last 
year. Service weights contributed 
36 per cent as compared with 48 
per cent last year. 

co * * 


Three Pair Sales Easier to 
Make 


Three pair sales at retail are be- 
coming more numerous every day. 
The reasons seem to be two in 
number—first, because women like 
variety in their hosiery colors and 
styles worn with the same pair of 
shoes, and, second, because women 
are refraining as never before from 
mending hosiery which has devel- 
oped a run in the boot or which has 
been torn or otherwise damaged. 





“The Place to Sell Hosiery Is the Shoe Store” 


OVER THREE YEARS AGO “HOSIERY” started to preach that text 
to an audience of over 10,000 attentive shoe merchants. 

The sown seed is growing with amazing rapidity. All over the country 
shoe merchants are putting in hosiery departments. 
idea grows bigger. 

So we say to you—the place to sell hosiery easily is to the shoe merchant. 


The Boot and Shoe Recorder, through this Hosiery section, offers a direct 
approach to the most responsive group of hosiery buyers in the country. 


= BOOT AND SHOE RECORDER PUBLISHING COMPANY 
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(CONTINUED FROM PAGE 116) 


So much of the stocking is in evi- 
dence these days on the legs of the 
wearers that a mended hole, be it 
ever so neatly done, is much too 
conspicuous. Damaged hosiery, 
therefore, finds its way more often 
to the waste basket than to the 


sewing cabinet. 
* * * 


Circular Knit People 
Optimistic 

Manufacturers of circular knit 
hosiery are very much encouraged 
by the strength of the demand for 
their merchandise. Particularly 
good is the dollar seller with all- 
silk boot. One manufacturer even 
has come out with a number of 
this grade to sell at 75 cents re- 
tail. Keen competition has brought 
about decided improvements in the 
fitting and wearing qualities of cir- 
cular knit hosiery. Both wholesale 
and retail stocks are low and man- 
ufacturers are stocking goods in 
the gray in anticipation of orders 
which they feel sure will come with- 
in a few weeks at the latest. 

* * * 


Full Fashioned Folk Had 
Record Year 


Not less optimistic than the cir- 
cular knit manufacturers are those 
who specialize in the manufacture 
of full fashioned merchandise. Al- 
though actual figures have not yet 
been compiled, it is safe to say that 
a record year’s business was booked 
during 1925. Several lines have 
advanced from 50 to 75 cents a pair 
over the opening quotations of last 


Boston, Mass. 





year. It is a debatable question as 
to when the advance will proceed 
farther. Many economists argue 
that it would be unwise to do it be- 
fore business is well under way, as 
to advance them now, even though 
such advance be fully justified by 
raw materials costs, might serve to 
put a damper on the season’s 


opening. 
* * * 


Wood Tones Ahead 


Lawrence & Company, selling 
agents for the Ipswich Mills have 
issued their first color card shovw- 
ing that wood tones lead in the 
color range. Classified reports of 
the color demand are as follows: 

Wood tones, 24.9 per cent; flesh 
tones (light), 12.8 per cent; gray 
tones, 11.5 per cent; flower tones; 
7.9 per cent; golden tones, 6.3 per 
cent; flesh tones (dark), 6.0 per 
cent; brown tones, 1.9 per cent. 

The order in the classified tones 
are as follows: 

In wood tones, blue fox came 
first, fawn second, woodland rose 
third grain fourth, biscuit fifth, 
bran sixth, shadow seventh, and 
sandalwood eighth. In flesh tones 
(light), peach came first, atmos- 
phere second, flesh third, mauve 
fourth and dawn fifth. In gray tones 
gunmetal came first zinc second, 
mauve taupe third, dove gray fourth 
and moonlight fifth. In flower tones, 
bluette came first, orchid second, 
and yellow daisy third. In golden 


tones, champagne is the only color, 
in flesh tones (dark), French nude, 
and in brown tones, Aztec is the only 
color mentioned. 





Each month the 
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One of the “New Hosiery Display 
Fixtures 
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No. 258-V 


For Forms and Fiztures Consult— 


J. R. PALMENBERG’S SONS, Inc. 


Creators of Display Equipment for Over 70 Years 
63-65 West 36th Street, NEW YORK 


BOSTON CHICAGO 
26 Kingston Street 204 W. Jackson Blvd. 
SAN FRANCISCO 
11 First Street 


SECTION 


DUO-TOE and HEEL 


Reg. U. 8. Pat. O*. 


“The Stocking of the Future” 


Made in lisle top silks. 


Medium, extra service and 
chiffon weights. 


Also silk to top chiffon. 


ELLIOTT HOSIERY CO. 
258—5th Ave., New York 











«Sees 


The Difference 
Between Turns and 


McKays 


This is only one of the sub- 
jects discussed in a 16-page 
booklet—just off the press. In 
addition to telling how turns 
and McKays are made, there 
are, also, chapters on the welt 
and stitchdown processes. Ac- 
curate and authoritative. We 
vouch for it. 


25 cents per copy 


(cash with order) 


Boot and Shoe Recorder Pub. Co. 
207 South St. Boston, Mass. 
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“The Place to Sell Hosiery Is the Shoe Store” 


THREE YEARS AGO “HOSIERY” 
started to preach that text to an audience 
of over 10,000 attentive shoe merchants. 
The sown seed is growing with amazing 
rapidity. All over the country shoe mer- 
chants are putting in hosiery depart- 
ments. Each month the idea grows 
bigger. 

So we say to you—the place to sell 
hosiery easily, is to the shoe merchant. 
The Boot and Shoe Recorder, through this 
Hosiery section, offers a direct approach 
to the most responsive group of hosiery 
buyers in the country. 


Boot and Shoe Recorder Publishing Company 


Boston, Mass. 
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